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‘HARDWARE TT. 


PUBLISHED EVERY OTHER THURSDAY 


SEE the BUYING CHECK LIST on page 56 June 16, 1950 


“Tt’s pure ‘Merchandising Magic’ 
ANDROCK 


ANNIE the wy AN DROCK’s 
ov: 39 KITCHEN TOOLS 


Disappear Right Off The Racks!” 


ones CAKE 
SPOON f TURNER 


CHROME al CHROME 
UT PLATE 


No more’n you put ’em out... they’re gone! And no 


wonder. Every piece is pre-priced and labeled .. . 
available in 5 fast-selling, most-wanted colors. And A Am DD R oO Cc a 
from eye-catching, self-selling displays, your cus- 


tomers help themselves to the smartest styling in kit- 
chen tools of MIRROR CHROME PLATE. 


KITCHEN TOOLS 


Made by THE WASHBURN COMPANY «+ Worcester 8, Mass., Rockford, illinois 


SO years of American manufacturing experience 








GOODELL 


putty knives 
and scrapers 


* Because it’s the best cutlery 
value your customers can buy! 


‘ysn 
“1-€€ 


13345 QINJCSVH 
o> 3340005 


Small town manufacturing costs, New England 

craftsmanship, plus the most modern machinery 
. . add up to more PROFIT for you. 

Check Goodell quality ... you won't find better 

values anywhere. 


Complete range of List Prices 
Putty Knives 15c - $1.00 
Scrapers 19c - $2.00 





C-33, ASSORTMENT 
with 
CARDS & DISPLAY RACK 


DISPLAY 
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ecurely fastened to Return this ad to Goodell Co. 
S y Dept. H with jobbers name for 


NEW heavy gauge cards FREE SAMPLE of the market 
leader for ‘60 


SEE YOUR JOBBER SALESMAN—ASK TO SEE THE GOODELL LINE! 


GOODELL COMPANY 


Antrim, New Hampshire 
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... for the complete line of locks and hardware. You name it—Yale makes it! Padlocks! Nightlatches! Screen 
door hardware! Cabinet locks! Casement window operators! Specialty locks! All in the latest styling —widest 
price range—highest quality. For full information, contact your jobber or write The Yale & Towne Manufac- 


turing Co., Lock and Hardware Division, White Plains, N. Y. 
YALE & TOWNE 


YALE —REG. U. S. PAT. OFF. 
Want more facts? Circle 101, p. 73 HARDWARE AGE, June 16, 1960 @ 3 











HANG 
UP 
MORE 
SALES 


Display Nicholson or Black Diamond Rotary Mower files 
with lawn care equipment. Use the handy hang-up hole to 
attach files to mowers. It only takes a few minutes... 
and will boost sales. 


One dozen Nicholson or Black Diamond Rotary Mower 
files come in a bright green and yellow display for counter 
top or pegboard. It’s a self-merchandiser that sells for you. 
Cost, $7.84... retail price, $11.76... your profit, $3.92. 


Get ready for the lawn care season. Make every rotary 
mower owner or buyer a file customer. Your regular 
Nicholson or Black Diamond wholesaler has the Rotary 
Mower file now. Order soon. 


ss, NICHOLSON 


NICHOLSON FILE COMPANY, PRO 





Files - Rotary Burs « Hacksaw and Band Saw Blades 


Ground Fiat Stock «+ Industrial Hammers 


Want more facts? Circle 102, p. 73 
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Make big profits from small chain by offering cus- 
tomers a selection of sparkling small chain from the 
new Acco Counter-Pak Chain Assortment.TheNo. 45 
Counter-Pak Assortment features four 100-foot reels 
of the most popular chain types—double jack chain, 
steel sash chain, solid brass safety chain and welded 
link chain. Assortment costs you just $23.12 from 
your distributor. But sold at suggested retail prices, 


DOUBLE Jacx 





Re Youlke 
po WITH fle 
SAFE - DURABLE - DECORATIVE - 

oem CHAIN fence 


DOG CHAINS 
PICTURE HANGING x 
AUTOMATIC C MISC. ATTACHMENTS 
WINDOW SASH CHAINS MADE IN U.S.A DECORATIVE USES 


NO. 14 WELDED 
. Link CHAIN 


NO. '/o SOLIO 


STee. Sasn BRASS SAFETY 


it nets you a king-size $35.88 profit. e Designed to 
promote fast turn-over, the No. 45 carton opens into 
a compact, self-display unit to put chain reels in full 
view where they do the most good—on the counter! 
Bright red and white carton takes up only a mini- 
mum amount of counter space. Types of chain and 
a place for suggested retail prices are printed on the 
side of the carton. 





SASH CHAIN 


For double hung windows and 


many other uses where flat 
chain is needed. Runs smooth- 
ly over pulleys. In cold rolled 
steel or solid bronze. 


ELWEL MACHINE 
CHAIN — Twist link electric 
welded chain. Also in straight 
link. Extra bright zinc and hot 
galvanized finish. No. 5 to 7/0 
sizes. 50 and 100 ft. cartons. 


TENSO COW TIES 


In a varied range of styles and 
sizes. Bright finish. 


ORDER FROM YOUR 
DISTRIBUTOR | 
Contact your American 
Chain distributor for com- 
plete information about 
these items or write York, 
Pa., office for free 
Catalog DH-176B 
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SAFETY PLUMBERS’ 


CHAIN—A light fiat chain | 


in brass or steel. Four sizes— 
2/0 to 2. In 50-ft. (cartons) 
or 500-ft. (reels). 


‘oneer aon 


For a host of regular uses ex- 
cept lifting. Open hearth basic 
steel—self colored. Hot gal- 
vanized finish. 


TENSO PORCH CHAINS 


Set consists of two Y-type 
chains, two ceiling hooks. 2/0 
leader with 1/0 branches. 


AMERICAN CHAIN 


JACK CHAIN 


A light weldless chain with 
wide use where strength is not 
a factor. In brass or steel. 50 
ft. cartons or 500 ft. reels. 





‘HANDY CHAIN 


As its name implies, a chain 
of countless uses. Elwel 
Handy chain is 66-in. long— 
has snap on one end, ring on 
the other. 








For joining large sizes of 
chain. Use one size heavier 
than chain size. 3/16 to 1 in. 


WELDED LINK CHAIN 


No. 14 welded link chain comes 
in the Counter-Pak Assortment 
or can be bought separately. 
100 feet on a reel. Extra bright 
zinc finish. 


‘—usqae 





DOG CHAIN 


ACCO makes a 
variety of dog 
chain both in 
welded and weld- 
less styles. 
your distributor 
for information. 








COTTER PINS 


Made from cold drawn half- 
round steel wire. One end ex- 
tended for easy spreading. 
Wide selection of sizes. 


ae) 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. + Factories: *York and *Braddock, Pa. 
Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 


*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco = max 
*indicates Warehouse Stocks 
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> Philadelphic 39, Pa 


Editorial 


by W. A. Phair 


Leonard V. Rowlands, Publisher 
EDITORIAL STAFF 
7 te A. Phair, editor 


Barringer, managing edito- 
Kenneth A. Tanto. feature editor 


Albert J. gy 
"Who Makes It" Directory editor 


7 . ® 
J M. Di soci 
fr Ne Rom: enter ot, Dealers and line billing... 
William P. Farrell, assistant editor 

C. M. Campbell, production editor . ’ 
Washington “oll The expression most frequent'ty heard at various wholesalers’ meet- 


Neil Nor k R + oonel! a ings this year is probably, “line billing value.” 


Ralph + rosby 


Paul Wooton, Washing? : ion indi i 
“a The frequency of use of this expression indicates that it represents 


John H_ Kofron a most important subject to wholesalers. It also has great significance 
Chilton Research Director to: dedbinn 


Robert Gunning Associates 
Readability consultants 


he Shay Bevice What is line billing value? Well, when a wholesaler receives an order 


BUSINESS STAFF from a dealer, it is usually written up with each item ordered on a 

C.-C. Read, advertising monager separate line. If an order contains 10 lines of merchandise and has 

pe omy Sas a dealer cost of $100, the order has a line billing value of $10. If 
Mary K. Dickinson, production manager the order amounts to $30, the line billing value is $3. 

Rap ional Offices 

od S. Wilcox. 10 4 h St. Since many wholesalers have been able to calculate what it costs 

them to handle a line of billing . . . that is to buy the merchandise, 

eee he | process the order, pick it, ship it, etc. . . . they can quickly spot un- 

i tout Sn 7.3400 profitable orders. In actual practice it isn’t quite this simple, but in 


Philadelphia 39, °c. broad terms this is how it works. 


in J. Sellick 
Chestnut & Séth Sts. 


Telephone: Sherwood 8-2000 As wholesalers are able to develop more accurate information on 
Cleveland 15, Ohio line billing costs and values, it is evident that they are going to be 
W. M. Hart, ‘Jr. . : 

930 B. F. Keith Bidg. forced to re-appraise other aspects of their business. I am aware of 
Telephone: Suparior 1-2860 several studies of line billing values that have indicated that a large 
+ egg eo percentage of the dealer orders handled have a line value considerably 


Mitchel! 
ie Cone Are Bldg. below the actual cost per line, for handling the order. 
Tevephone: Trinity 4-16'6 


While k: Comishey-—Jomes L. Phillipe A situation like this naturally focuses attention on the size of 

a Ave. orders from dealers, and the amount involved. As most wholesalers 
ephone: Raadeloh | & 2166 . ‘ : : . nein 

Son Francisco 3, Cl see the picture, their task is to increase the line billing value of 
i dealer orders. How can they go about this? 

rise ‘Market 

Telephon s: Underhill 1-9/37 

Los Angeles 57, Cal. Past experience suggests several ways of handling this. One is 

tum tania to drop all dealer accounts whose line billing value falls below line 

ieteetn 5 the: billing costs. There is today a wholesaler who makes a periodic 

ned Sangston, a eaeires S., AE. analysis of line billing values. When a dealer’s account runs con- 

sistently below a certain figure, the account is dropped. 


If wholesalers are to improve their profit picture, we are going 
to see more and more steps of this kind taken. When these steps are 
taken, some dealers may find themselves facing new problems. 


This interest in line billing value may encourage dealers to limit 
their buying to fewer wholesalers. This could result in economies 
for both dealer and wholesaler. There is a pronounced tendency of 
dealers to spread their buying too thin; their account is not profitable 
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Editorial 


continued 





to any one wholesaler. If this isn’t corrected, such dealers may find 
themselves being dropped by some of their sources. 


It seems to me that this would be a good time for dealers to review 
their buying practices in order to make their account important to 
their suppliers. 


We are going to see many changes like this in the hardware busi- 
ness in the years to come. It is part of an evolutionary process. The 
best way to live with these changes is to understand them and adapt 
ourselves to them. 


Join the SEWCBRL... 


Here is your chance to help eliminate one of life’s minor annoy- 
ances. Join the SEWCBRL. 


What is SEWCBRL? It’s the Society for Encouraging the Wearing 
of Convention Badges on the Right Lapel. There are no membership 
dues to this Society; there are no meetings, no committees. The only 
requirement for membership is that you always wear your convention 
badge on the right lapel, and that you encourage others to do likewise. 


What’s behind this new group? Well, all of us attend some con- 
ventions each year. At these meetings we are constantly running 
into people whose faces are familiar, but whose names slip our 
memory. When we greet these folks we face the task of looking at 
the badge on the left side, while we shake with the right hand. 
Wouldn’t it be much simpler if the badge was also on the right 
side? 


Perhaps those of you who have perfect eyesight are not bothered 
with this problem. But most of us have to wait until we are on top 
of a person before we can read the badge. 


Over the years, I have heard many people complain of this problem. 
But very little has ever been done to correct it. Perhaps if we focus 
a little attention on it, we can get some action. 


The SEWCBRL was born at a recent trade meeting. There were 
the usual comments about how much better it would be if badges 
were worn on the right side. But this grumbling has been going on 
for years, with nothing being done. So, a small group of us, all of 
whom wear glasses, got together and decided to start this new society. 


How do you join it? It’s simple. Just drop me a note saying you 
want to be included in the campaign. I’ll keep a record of the names, 
and if it appears that there is some real interest, we’ll report on the 
membership to you later in these pages. If enough folks join, we'll 
pass the information along to the managers of the various conven- 
tions and I’m sure they will be willing to work with us. 


So, send in your name now, and let me have any comments you may 
have on the operation of SEWCBRL. 
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It’s good to know 
you do the 
right thing 
when you 
sell 





Your customers get the toughest 
sash cord made. Spot is the best 
all-purpose cord, too. It builds your 


reputation and you make 40% more 





punt 08 at¥une G, 
Puaratoed by > 
Good Housekeeping 
Srsssvnmeows?’ for your customers — for yourself. 


profit. So it pays to do the right thing — 





Two guarantees ...Samson’s ...Good Housekeeping’s 


Samson Cordage Works 


Boston 10, Mass. . . . Quality Cordage since 1888 





WASHINGTON 


allt 


State Dept. will consider lower 
tariffs on 2500 import items 


The State Department is going to Geneva in 
September and, with 41 other nations, will spend 
a year considering the lowering of tariffs on 
imports. 

The government has made public a list of 2500 
products on which the U. S. is prepared to cut 
tariffs. The list includes many hardware lines 
including household utensils, saws, saddlery and 
harness hardware, tools, knives, shotguns, rifles 
and pistols. 


The Tariff Commission will hold hearings next 
month to consider the lowest point to which 
tariffs on these 2500 items can be safely cut. The 
deadline for hardwaremen to notify the Commis- 
sion of a desire to testify is June 27. Hearings 
will start July il. 


After the hearings, the Commission goes into 
closed sessions and recommends to the President 
what should be done about each item, based on 
hearing testimony. The President may reject 
the report, or pass it on to the State Department. 
His recommendations have to be accepied by the 
State Department. 


outlook 


Notify the Tariff Commission by June 27 if you 
want to testify. Remember, the Commission’s 
hearings are to determine the lowest, safest 
point to which the U. S. can cut tariffs. 


Farm income picture is brighter, 


upsets economists’ dire warnings 


The outlook for agriculture looks somewhat 
better now than it did at the beginning of the 
year. Government farm economists are revising 
their figures on prices and income. 


U. S. Department of Agriculture reports that 
prices during the rest of 1960 will probably 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


average the same, or somewhat higher, than they 
did in the same period of 1959. 


Farm production costs, which have been rela- 
tively stable in recent months, are likely to aver- 
age a little higher than in 1959. 


Economists have stopped warning of farm in- 
come drops They say the per capita net income 
of farm workers could well equal the $960 of 
1959. 


outlook 


There will be no government action to bolster 
farm income, as income has upset the dire win- 
ter predictions. Farm-belt dealers should find 
the second half of 1960 encouragingly stable. 


Proposed taxes on co-op profits 
pigeon-holed until next Congress 


Tax-favored cooperatives steadily are increas- 
ing their sales volume, but proposed taxes on 
profits won’t come up until the next Congress. 


Latest government figures show co-ops sold 
$3.2 billion in goods in fiscal 1958, a $100 million 
increase from $3.1 billion the previous year. 


Feed, petroleum products, and fertilizer ranked 
in that order for the highest gross sales, with 
$1.1 billion, $896 million, and $460 million, re- 
spectively. These represent sales increas<s of 
$20 million for feed, $50 million for petroleum 
products, and $24 million for fertilizer. 


Sales of farm supplies accounted for some 23 
percent of the total volume of all co-ops. Some 
76 percent of the 9716 co-ops sell farm supplies. 
Principle items: building materials, $111.5 mil- 
lion; farm machinery and equipment, $100 mil- 
lion; containers $56 million. 


outlook 


The growth of co-ops has led to proposed taxes 
on co-op profits. But the House Ways and Means 
Committee, which has held co-op tax hearings, is 
going to hold off any tax law changes until the 
next session of Congress. 





leave no leaf 
unturned for 
fall profits 


id dice 
1-7-4 28) 


$389" 








These are the lawn rakes you'll want for 
top sales and profits. Each one offers extra 
value at its price. 


Best of all, they carry the name customers 
know: True Temper. One source, one order 
for all your rakes and you’ve got a complete, 
nationally advertised line. 


All are True Temper Finest Quality with fire- 


hardened ash handles, flexible steel teeth, and 
these extra selling features: 


*Suggested retail — slightly higher west. 


$L22—Spring-braced for heavy-duty flex action. 
Gets all the iitter the first swipe. 22” head. 


DL22—Lightweight ““‘Dynamic’”’ has built-in flex 
action. Big capacity, top value. 22” head. 


FBR22—The best-selling sweep-type lawn rake. 
Extra lightweight. 19” head. 


WLR—Giant span with adjustable head for chang- 
ing raking angle. Full 42” wide. 


Order from your True Temper wholesaler now. 
True Temper, 1623 Euclid Ave., Cleveland 15, Ohio. 


/ RUE EM PER. your basic line... your money line 


Want more facts? Circle 105, p. 73 
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HARDWARE BUSINESS 


Outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Summit failure helps economy? .. . 


What effect, if any, the blow-up at the Summit will have on our 
economy is not yet too clear. Opinions at top Washington levels 
are divided. Some think the Summii collapse will mean an increase 
in defense expenditures, and consequently some improvement in 
our national production. Others say if anything is done with the 
federal budget because of the collapse it will be to retain the 
present budget, rather than lower it, as previously considered. 
Also, it is doubtful that the suggested $2 billion increase in defense 
spending would really be a significant boost for the economy. 
This $2 billion would at most increase national production, now 
around $500 billion a year, by .4 percent. 


Business leveling to continue... 


A leveling out of business will continue for the next few months. 
This likelihood is based on the pattern of current business. Healthy 
gains in retail and wholesale trades reflect the record rates of 
personal income and consumer spending. Production remains spotty. 
The Federal Reserve Board’s industrial production index in April 
rose two points from a year ago, but declined one point from 
March. New orders for industrial supplies and machinery were 
down from the year and month before. Businessmen continue to 
work with less inventories. A more complete picture of current 
business trends is shown in the table of Key Business Indicators 
on page 91. Use this table as a guidepost in future planning. 


Next six months look good... 


Outlook for the second half is that business will be better. Early 
forecasts point to a pick up later this year, especially in plant 
expansions and new buildings. Such forecasts point to better sales 
in hardware. For industrial hardware suppliers it could mean 
more sales. For hardware dealers it could mean more employment, 
more optimistic outlook generally, hence more customers for fall 
lawn and garden promotions and Christmas toy and gift promo- 
tions. 


FTC to look at co-op aids... 


Look for firmer policies from manufacturers’ on co-op ad money 
and other product promotional aids. The Federal Trade Commis- 
sion has issued a guide spelling out in layman’s language what 
are lawful promotion allowances under the Robinson-Patman Act. 
Such moves by the FTC usually mean an examination of industry 
and company policies. The guide will be used as a basis for the 
examinations. A summary of FTC’s guide is on page 94. 


... turn to page 91 for more news of How’s the Hardware Business. 
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Again Wf} (4 OR Steps Ahead in 1960! 


with GREATER QUALITY - PERFORMANCE - * DURABILITY 








Self-Propelled 
REEL 
New Front-Throw 
Trimmer Type 


MODEL P924-HS, 24” Deluxe, 314 H.P., Wind-Up Snap 
Starter, Finger-Tip — Adjustment . . Available 

with Recoil Starter . . . Also in 20” and 22” Sizes 3 H.P., 
Recoil Starter. 


a lee et ce a ee ce cee ee eee 
' POD ig 
‘ 





Self-Propelled | 





MODEL 321-S, 21", 3 H.P., Wind- 

, Up Snap Starter with Many NEW 

Pincor" Touch-Go Features. 
Remote Control— 


Standard on above and all MODEL P5521, 21”, Deluxe, 2 H.P., Recoil Starter . . . 
Rotary Models except electric Also Availat ‘e in 18” Size. 


ER Em kk a ee ef a a oe on a a a we me a =e ae om a a a om om tl le ae at 
—_—- wow 


- M Self-Propelled 


ROTARY 














MODEL P622-HS, 22” Deluxe, 3 H.P., Wind-Up 
Snap Starter, Finger-Tip Height Adjustment. 
Available with Recoil Starter and in 19” sizes. 


MODEL P424-S, 24” Deluxe, 3% H.P., Wind-Up 
Snap Starter or with Recoil Starter. Also avail- 
able in 20° and 22”, 3 H.P. with Recoil Starter. 





MODEL P817-E, 17", 14 H.P., Adjustable 
Cutti tting Heights. 





@ There’s a new line of PINCORS 
to help you build bigger sales in 
1960. A leader is the all new 21” 
Front-Throw Reel which trims to 
the very edge of trees, walks and 
fences. A few of its many unique 
features your customers will like 
and buy: 3 H.P. aluminum engine 
with New PINCOR “Wind-up” 
Snap Starter; One Knob, Remote; 


Handle Control; Fast, Simple 
Height Adjustment; New Power 
Drive and Wheel Design. All of 
the other new, 1960 PINCOR 
models, Rotary, Reel and Electric, 
have new advanced features, too. 
You should get the complete details 
on them....and find out why 
“You'll Profit More With Pincor 
In 1960.” 


Write, wire or phone for literature, 
prices and model specifications . . . 
GET STARTED FOR ‘60 PROFITS NOW! 








Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, Ill. » Telephone BErkshire 7-4100 


Want more facts? Circle 106, p. 73 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


SALES PROSPECTS BRIGHTEN ALONG FARM FRONT. There's more optimism than 
a year ago, particularly in Midwest. The general picture: Hogs-- 
August market prices about $4 a cwt higher than last year; eggs-- 
hatched chicks running 37% behind last year's market glut, but egg 
prices this fall seen doubling last year's; dairy--has been, 
remains a bright spot, with milk-feed ratios predicted at record 
level for months ahead; beef cattle--8% more beef on feed in 21 
States means more volume sales this year, but up to $2 a cwt 
lower price. Abundant surface, sub-surface moisture in most areas 
points to richer crops. Dealers’ fall sales should reflect 
farmers’ better outlook. 






































GET NERVOUS ABOUT FANS, COOLERS. A cool and damp spring in most 
areas has fan sales behind last year, inventories higher. But 
Surveys show suppliers are not offering discounts to dump stock. 
The concensus is that the market is running later by about two 
weeks, should hold strong well into August. Dehumidifier sales 
are strong everywhere, as much as 50 percent ahead in some key 
markets. 
































RAILROAD PRICE HIKES MAY ALTER YOUR BUYING HABITS. The nation's rails 
have proposed a 63% increase ($5.06 to $5) on minimum shipments. 
And a general boost will likely follow any benefits rail unions 
get out of current negotiations. If you receive by rail, better 
plan on fewer and larger orders. When rail hikes materialize, 
truckers' rates will likely climb, too. So it looks as though 
higher shipping costs are inevitable. If you pay freight on any 
purchases, review your buying to see where you can effect 
economies. 


























YOU MAY BE FORCED TO SELL ON CREDIT ONE DAY SOON. Like it or not, credit 
is snowballing to the point that it's urgent to staying competi- 
tive. J. C. Penney, J. J. Newberry, and S. H. Kress are beaming 
over their success with credit. Of more than 500 stores surveyed 
by Seventeen Magazine, 37% have added teen-age credit. F. W. 
Woolworth's credit plan is being tested in 70 stores, may blossom 
nationally. Nearly everything you sell is handy at a nearby conm- 
petitor'’s on credit. Or, if not now, is likely to be soon. 
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How much money can they make for you? 
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HERE’S WHAT’S IN THE PACKAGE. strip Pak 


contains a quart* of Special Strypeeze non-flamma- 
ble, water-rinsing paint remover. Two packages of 
miracle Jetsol . . . the amazing additive that’s the 
secret of the Strip Pak method .. . plus pads of #38 
best quality steel wool and a complete instruction 


booklet. 


> 


*Also available in pints or gallons. 


YOU START TO MAKE MONEY 


q IMPULSE BUYING IS THE ANSWER. Don Ho- 


bert, Savogran Ad Manager, tells salesmen and office 
staff, ““We’ve done what the ready cake mix people 
have done. It’s all there ready to go and new customers 


will buy it first out of curiosity ... then they’ll be back 
for more!”’ 


» 


when you first put 


Strip Pak on your shelves. Bob Bates, Savogran New 
England District Manager, tells the Strip Pak profit story 
to Don MacDonald, owner of MacDonald’s Color Center 
in Norwood, Massachusetts. ‘““They’ll buy Strip Pak on 
impulse,”’ Bob explains, ‘‘an? at the same price they’ve 


been paying for Special Strypeeze.”’ 


STRIP PAK ATTRACTS NEW 
CUSTOMERS. Folks who have 


never refinished a piece of furni- 
ture will be buying Strip Pak. 
MacDonald tells his customers how 
Strip Pak comes complete in one 
do-it-yourself package. 
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THEY WILL BE ASKING FOR 
STRIP PAK because we're launch- 


ing Strip Pak with the biggest ad- 
vertising program in Savogran’s 
history! “Keep plenty on your 
shelves,’’ Bates advises MacDonald. 


. S$ 
S — 


. Tigoe 
Silas ma 8 
. "hag AS 9 
> * ee . 
.™ ae 
i ph 


~~ pe tomy . 


HOW MIRACLE JETSOL SPEEDS 
EMULSIFYING PROCESS. says 


Bob Bates, “‘You’re looking at the 
first major breakthrough in 30 
years of paint remover research.”’ 
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“Se “HERE’S THE FIRST MAJOR BREAKTHROUGH 
Al Higgins in 30 years of paint remover research,” says Al 


Higgins, Savogran Sales Manager and Vice President. 


introduces Savogra n’s ‘We guarantee the Strip Pak method to be 4 times 


faster than any other form of furniture stripping! 


- - What’s more we’ve packaged Strip Pak as the first 
Strip Da k with ‘impulse item’ ever to hit the remover field. Wait ’til 


you see this self-contained, full-color, self-selling 


a package! Wait ’til your customers try it . . . and come 
m | fa cle # running back for more!’ 


and Special Strypeeze THE SAVOGRAN COMPANY 


Chicago + NORWOOD . Los Angeles 
MASS. 
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GUMOUT ... 


Every power mower needs GUMOUT— especially after months 
of winter storage. GUMOUT, added to the gas tank, cleans 
out the carburetor and fuel system. With a clean carburetor 
engines start faster, deliver full power. 


(GUMOUT will be used in millions of power mowers this sum- 
mer. Will you get your share of this market? Act now! Order 
GUMOUT today. Reap a bundle of extra profit this summer. 


For power mowers and small engines, 
you’re always right when you recom- 


mend and sell No. 508 Power Mower Oil. 


Order GUMOUT 


from your wholesaler or write: 
GUMOUT DIVISION PENNSYLVANIA REFINING COMPANY * CLEVELAND 4, OHIO 
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You will sell more tools with this 
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NO OTHER SELF-SELLING TOOL 
MERCHANDISER CAN COMPARE WITH IT... 


@ Jet-Age Design Attracts More Attention . . . Stops 
More Buyers. 











All New Tool Groupings of Proved Sellers Increase 
Turn-over. 





Allows As Many As 3 Customers to Shop Conveni- 
ently at One Time. 


Tools Pre-priced for Easier Customer Selection. 
Over 200 Quality Tools in Only 33” of Space 5’ High. 
Easier and Quicker to Keep Stocked. 


Color Harmonized to Enhance the Appearance of . 
Your Store. 


Tool Shadow Markings Are Blended Into Background 
for Ease of Tool Identification. 


Tough, Bonded Vinyl Surface Is Easy to Maintain... 
Can Be Washed or Wiped Down With Solvent. 


The P&C Satellite 200 has been scientifically de 
Tre lal-te Mm coMmilMmiilole(-14iMetie]¢-Meel-t3lels MM icon ailell olelii-1aatt 
customer preferences and habits. It is an attractive 


& ca The BEST TOOLS addition to any store. It will sell tools faster than any 
money can buy other merchandiser. 





« 


: — OF THE FASTEST SELLING 


RIGHT AT YOUR CUSTOMER'S FINGERTIPS 


EASY TO SEE... 


EASY tO TRY... 
EASY TO BUY... 





The new P&C SATELLITE 200 has nine 


vinyl-clad aluminum panels arranged 


> anal 


RNIN a 


ry f a , -, eran 
; fii | > TA y 


1k 
i 


into three 3-sided pylons. Each pylon turns 
easily on its bearing, permitting three or 
more customers to shop at one time without 
crowding. Exposed parts of the display 

are anodized in rich colors creating 

new sales appeal. 

The Satellite 200 has been created for 
faster turnover and more profit for you. 
Every tool on the display unit is shadow 
marked in a specially selected color to blend 
with the vinyl-clad panels. Each tool 
shadow is numbered for fast, easy stock 
control. P&C puts the tools out where 

your customers can see ‘em, 


price ‘em and buy ‘em. 


Like other P&C rotating merchandisers, the SATELLITE 200 


will give you 4 or more complete stock turn-overs each year. 


After initial installation each turn-over means a profit fo: 


you of $191.55. 


The most profitable 33” of floor space in your store. 


PRE-PRICING TAKES THE GUESSWORK 
AND IN-STORE COST OUT OF PRICING _ bd St 


Each P&C tool comes to you plainly ‘‘tabbed”’ 
with the factory suggested retail price. You save 
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CHICAGO WAREHOUSE AND SALES OFFICE 
Box 87, Schiller Park, Illinois 
in Canada, Box 366, London, Ontario 


on pricing time. You end customer confusion. 
You stop cash-register mistakes and check-stand 


profit losses. Pre-pricing guarantees that each 
P&C tool sale is quick, easy and profitable. 


LITHO IN U.S.A.—AK&B 














“Every nail in this house x 


° YJ, For strength 
is a Bethlehem EF wvom 


‘Want to know why? Because Bethlehem nails feel solid when you drive 
them. They go in straight and true. And the heads don’t fly off like some 
of those cheap nails we’ve tried.”’ 

Your local Bethlehem distributor carries all the popular sizes, styles, 
and finishes: bright, blued, cement-coated, and galvanized. Order them in 
easy-to-carry, 50-lb cartons. 

And you can count on fast delivery of farm fence, steel fence posts, 
barbed wire, baling wire, merchant wire, and bolts and nuts. Contact our 
sales office nearest you . . . or your regular distributor. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 
Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 
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Savage 30-L 


NOW...THE NEW SAVAGE 380 PUMP SHOTGUN 
IN A VERSION FOR LEFT-HANDED SHOOTERS! 


Ventilated rib is standard on this de luxe featherweight! 


Here it is—designed and made for every- 
one who shoots from the left shoulder...a 
mirror version of the ‘great new Savage 
30! No more ducking ejected empties. No 
more smoke expelled directly in your face. 
No more awkwardness in loading and 
handling. At the same popular price as the 
right-hand Savage 30 pump gun you 





Decorated receiver with 


received so warmly in 12 gauge last year! 
All Savage 30s are handsome guns-with 
ventilated rib, decorated receiver, flat 
damascened bolt, gold-plated trigger and 
safety. They’re featherweight and fast 
handling. They’re outstanding values... 
bound to step up your pump shotgun sales. 
Get the story from your Savage distributor. 





See eos ; ee 5 PGE SO. A 


Ventilated rib (another Adjustable Choke, right- 
custom feature) comes as or left-hand AC models, 
standard equipment. only $5 more. 


damascened bolt (left- 
hand action shown). 


Savage 30s, right-hand, 12 or 20 gauge; left-hand, 12 
gauge only. Models 30 and 30-L, $85.75 retail; 
Adjustable Choke models 30-AC and 30-ACL, 


$90.75. Prices subject to change. Slightly higher in 
Canada. Savage Arms Corporation, Sporting Arms Di- 
vision, Chicopee Falls, Massachusetts. 


Savage / Stevens / FOX 


ie - é Want more facts? Circle 111, p. 73 
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MEET 
“SHELBY” 


mHere’s your “Shelby” 


Want more facts? Circle 112, p. 73 
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MEET | 
“SHELBY” _ 


g 
Frankly, we’ve been out of touch too long with 
too many of our old friends and business acquaint- 
ances, and we decided to correct that in a big 
way. We’ve added a group of new, highly qualified 
men to see that you get the best service and 
assistance in this industry. You’ll find the name 


and picture of the man assigned to your account 
on these pages, along with the familiar faces 


of some of our long-time representatives. 

We hope you'll have time soon to get acquainted— 
or reacquainted—with the new man on your account. 
He has an interesting report to make about Shelby’s 
new sales and service program. And on his regular 
service calls, we hope you’ll take advantage of the 
solid help he can give in areas such as inventory 
control, improved turnover and retail promotion. 


Want more facts? Circle 112, p. 73 
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who's ready to serve you... 


HARDWARE 


THE SHELBY SPRING HINGE COMPANY © SHELBY, OHIO 
Want more facts? Circle 112, p. 73 
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WEBER SUPPLIES EVERYTHING BUT THE STOCK 
planning - design - layout e manufacturing e- installation 
A Weber installation must be seen to be appreciated. If you’re disenchanted with your 
present display facilities, they are probably mis-matched, uncoordinated, outdated and in- 
adequate. This is the time to have your Weber distributor show you how Weber Displayline 
Fixtures quickly, easily, and inexpensively overcome every one of those obstacles to increased 
business. It costs you nothing to learn what Displayline can do for your hardware store. 
And when you do find out, you’ll be doubly gratified to see how efficiently Weber takes 
over the entire job. When Weber hands you the key to your front door, all you'll have 
to do is stock your Displayline fixtures and listen to the merry tune of your cash register. 


Call or see the Weber representative nearest you | Dealer-Distributers wanted in several choice areas 


WEBER SHOWCASE & FIXTURE CoO., INC. 


NAT’L SALES & MFG. PLANT FACTORY SALES & SERVICE SALES & MFG. PLANT 
5700 Avalon Blvd. 1367 South Figueroa St. 1340 Monroe Ave., N. W. 
Los Angeles 11, Calif. Los Angeles 15, Calif. Grand Rapids 2, Mich. SINCE 1698 
ADams 2-4111 Richmond 8-2388 EMpire 1-7341 
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THIS 


FREE 


BOOK 

OPENS UP A NEW 
HIGH-PROFIT 
OPPORTUNITY 
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WHEN YOU REORDER...SPECIFY L:O-F 


The big glass-selling season is coming 
up—put your L°O:F glass where 
people can see it. Send for this free 
idea-jammed booklet that tells you 
how to build a space-thrifty window 
glass selling center—how to merchan- 
dise the world’s best-known glass 
label—how to sell the glass that’s 
easiest of all to cut—with the least 
waste and resulting higher profits. 

Try this new modern way to sell 
GP ...«. 4 
traffic is. Send for the book that tells 
you how. It’s FREE. 


. where your customer 


LIBBEY - OWENS - FORD 
a Great Name in Glaso 


SHOW THE LABEL PEOPLE KNOW 
EASIER TO CUT 

EASIER TO MERCHANDISE 

MUCH EASIER TO SELL! 


Libbey-Owens‘Ford Glass Co., Dept. 6760 
811 Madison Ave., Toledo 3, Ohio 


Please send me a copy of “For Greater Profits’’. 


Name 





PLEASE PRINT 


Street 





City Zone__State 
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Y, 
Sell the autoloading shotgun Via 
demanded by shooters WhO 7 _ vx Mose 878 is engi 


neered to sell to the big 

Pt market of shotgunners who 

put performance fi rat se 8 would rather ant ee a gun’s 
fancy shooting than for its fancy 

looks. Every remarkable feature of 


| | the ““Automaster” has been designed 
THE FEATHERWEIGHT / 


7 to add greater performance... and it all 
4 adds up to a real dollar getter, 
re a Vi Ni G O Ni You can talk at length about the amazing 
Power-Piston that automatically adjusts for 
ra loads . . . about the exclusive “‘Power-Matic” 
action that lessens recoil effect, or about the inter- 


Mi d changeable barrels—all are terrific sales features. 
odel i For all its ruggedness, the Model 878 offers quality 


eye appeal in its clean, uncluttered lines and in its 
fine American walnut stock. And, of course, it is 


’ J 4 backed by the famous “Remington” name. Order it 
p ff today and listen to that cash register ring! 
r f Waray GH ve : 3 


9 MILLION readers 
now being pre-sold 
on Model 878 by ads 


AVAILABLE ONLY IN | | in 10 top shooter- 
12 GAUGE, A GRADE ; 
WITH PLAIN BARREL. market magazines 
3-SHOT AUTOLOADING. iA 
g 


RETAIL PRICE 7” LOOK AT ALL THESE EASY-TO-SELL FEATURES! 
$4114°°" ena 7 


——— a 
Self-Adjusting Power - Piston handies ali types of Supreme Dependability. The “Automaster”ispre- Quick - Change Barrels and Easy Take - Down. 
standard-length loads.'The mechanism automatically cision built for flawless performance. High-speed- Model 878 barrels are interchangeable without tools 
selects the right amount of gas from the load to camera photographs of the cycie of operation show for desired choke and barrel length. All you do is 
work the action. The gas doesn’t bleed off until the the moving parts are perfectly synchronized. These unscrew the magazine cap and lift off the barrel. 


shot has left the barrel, ensuring full power behind and other jaboratory tests prove Model 878 the The trigger assembly comes out as a unit with the 
the shot column and a clean gun. most trouble-free gas-operated shotgun ever built. removal of two pins. 


Kemington, QP) 


REG. U.S. PAT. OFF 



































““Power-Matic”’ is Reg. U.S. Pat. Off. and ‘‘Automaster’’ is a trademark of Remington Arms Company, Inc., Bridgeport 2, Conn. In Canada: Remington 
Arms of Canada Limited, 36 Queen Elizabeth Blvd., Toronto, Ont. * Price subject to change without notice. 
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b> ea -.. aroused by 


f I @ National Advertising 


COLUMBIAN is a firm believer in pre-selling the consumer before he 
comes to the point of sale. Over the years, COLUMBIAN has been a heavy 
advertiser in those books that appeal best to the greatest number of your 
prospective customers. This spring, for instance, COLUMBIAN will run a 
full color advertisement as part of an 8 page section entitled “NAUTICAL 
MATES.” You'll find it in YACHTING, MOTOR BOATING, POPULAR 
BOATING, BOATS and OUTBOARD MAGAZINES. 


».. encouraged by 


e Modern Merchandising 


COLUMBIAN insists that the dealer who displays COLUM- 
BIAN PRODUCTS will sell more of them . . . to more people 
. more of the time. Over the years, COLUMBIAN has 
developed some of the most effective merchandising pieces 
for dealers to be found anywhere. Each of them successfully 
shows the maximum amount and types of ropes in the mini- 
mum amount of space. Each of them successfully has in- 
creased the number of sales without increasing the direct 
sales cost per item. Result— more dealer profit and more 
COLUMBIAN sales. Everyone wins . . . no one loses. 


is satisfied only by purchasing 


Quality Products 


COLUMBIAN began in the cordage business with one guiding principle: 
use the best equipment and techniques to .urn the finest raw materials into 
the finest products on the market — bar none! And, over the years, CO- 
LUMBIAN research facilities have achieved more “firsts” on the market 
than any competitor. Today, COLUMBIAN stands without a peer in the 
variety of its rope and twine line as well as the quality of each product. 
You can sell COLUMBIAN with pride. 


SST IF YOU ARE NOT ALREADY A COLUMBIAN DEALER 


 Z ROPE DON’T YOU THINK IT’S ABOUT TIME TO BECOME ONE 
COLUMBIAN 


a Twines 7 For full information, write: 


COLUMBIAN Rope Company 
Auburn, “The Cordage City,” N. Y. 
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DRILL ATTACHMENTS 
FOR TIE-IN SALES 


H351 RIGHT ANGLE DRIVE ATTACH- 
MENT—Reversible 2 to 1 gear ratio. 
Reduces speed for heavy drilling... 
boosts speed for sanding. $4.95 


POST 


H386 “SURFORM” DRUM TOOL fits 
¥,” or larger electric drills or drill 
press. Cuts wood, plastics, asphalt 
tile, etc. $2.29 


FOR 
DISSATISFIED 
DRILL 
CUSTOMERS... 


H551 POWER BIT MERCHANDISER 
shows and sells 3 each of 6 best 
sizes. Wire rack stands alone or 
hangs on wal!. $24.30 


Stanley 3-amp %’ drill—only $24.95 


Research shows disappointed buyers of The H131 is just one of six %” and 
underpowered electric drills go looking %” Stanley drills. The others are heavy- 
for a better buy the second time. duty, ball-bearing drills yet priced for 
Stanley's H131 drill is the best “first everyone from $29.95 to $48.00. For 
buy” drill you can sell. It’s rugged, fully full details on Stanley's line of drills, 
powered (3 amps) ...won't let your call your wholesaler. Stanley Electric 
customer down. Result: he comes back Tools, Div. of The Stanley Works, 3806 
to you for practical attachments. Myrtle St., New Britain, Conn. 


H81 POWER DRILL KIT—$43.25 
Prices slightly higher in Conodo « Subject to change without notice includes H131 drill plus 21 drilling 
necessities in rugged steel case. 


SELL STANLEY ELECTRIC toms > aes Iie alt coat ae 


Up to $15.00 savings on Stanley's builders Heavy-duty H75 sabre saw cuts wood, plastic, H264 “router with the light’’—$69.95. Depth 
saws and kits during Special Spring Sale. steel. Flush-cutting blade works up to vertical adjustments to .004”. Stanley Router sales 
Offer ends July 31, 1960, so get details now! surfaces. Bonus business in blades. $46.95. mean increased sales in bits and accessories. 


AMERICA BUILDS BETTER AND LIVES BET 


- TER WITH STANLEY 
This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools © electric 
tools * builders hardware ® industrial hardware *© drapery hardware ® automatic door controls * aluminum windows ® stampings 


® springs ¢ coatings © wip aedk © week aruppiap~aunde ta B6 Giuste in the Gated Sutin Gaieda, Sevens anh Ghosees 


REG. U.S. PAT. OFF. CANADIAN PLANTS. HAMILTON, ONTARIO AND ROXTON POND. P. OQ. 
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Cash in on your share of Church Seat national advertising support—and the fame 
of the Church brand name. Stock Church Seats—available in a wide range of styles 


and colors through your hardware wholesaler. 


a hurch] ‘the best seat in the house... 
AMERICAN -Standard 





of 





Standard and Standard@ are trademarks 
cme Radiator & Standard Sanitary Corporation. 
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DON’T LET 
PROFITABLE 

FILTER REPLACEMENT 
BUSINESS 

SLIP 

THROUGH 

YOUR FINGERS 











FRAM Air Filters 


...made with Permachem-treated Celanese Fibers 


13 top manufacturers 
using Fram: 


American Standard 
Coleman 
Gibson 
Kritzer Products 
Northwind 
Trane 
Typhoon 
Wards 
Westinghouse 
Whirlpool 
Wizard 
Worthington 
York 








Now, one filter gives you all the selling advantages you need to build a 
profitable replacement business: The revolutionary new Fram Air Filter. 
Tests conducted on this new achievement prove (1) Celanese fibers 
engineered exclusively for Fram cut down surface loading... 

provide full depth maze filtration, giving 34% greater filter life. 

(2) Permachem treatment for fibers actually kill 99% of trapped 
bacteria . . . keeps air hospital clean. (3) There’s no “sliver problem” 
to make handling difficult. Find out how you can offer your customers 
this better performing, longer lasting filter. Write or call for information, 
Fram Aire Corporation, Providence 16, Rhode Island. All sizes, both 


in rolls and pads. Listed by Underwriters Laboratories. 
Celanese Fibers Company, a division of Celanese Corporation of America, N.Y. 16, 
Celanese® 


C P@elaucae industrial fibers 
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MORE NEWS FROM 


the NEW 


U.2.ROVAL 


BY 75 


the middleweight tire — 
with the built-in skid chain 


Now you can get the famous U.S. Royal 
The famous Chain Tread in m'ddle- CHAIN tread in a middleweight size.” ¥ 
sri 267175248175 205175 The road-proved, chain tread that has made 
the CHAIN balloon America’s most popular 
bike tire. The same premium quality rubber 
Se and fabric construction as its running mate, 


— Middleweight Lightweight the chain balloon. 
Stock up now, call your U.S. Royal jobber today. | 
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Herbert Picus, Buten assistant sales manager, discusses advantages of Temp-trol Colored Aluminum 
Paint with Mort Pomerantz, store manager. Temp-trol is a product of Sapolin Paints Inc., New York. 


Buten’s 19 stores tap new market with Sapolin Colored Aluminum Paint 


One good thing about Sapolin’s Temp- 
trol Colored Aluminum Roof Paint, 
according to Isadore Buten, is that it 
replaces no other product of its kind. 
Operator of 19 modern paint stores in 
Philadelphia and the Delaware Valley 
area, Mr. Buten says that roofs repre- 
sent a new, profitable paint market. 
Buten’s placed their initial Temp-trol 
order recently. They state that they 
turned over this inventory three times the 
first six weeks. All retail outlets reported 
immediate response, and Buten’s 25 out- 


side salesmen landed big orders from 
roofing and maintenance contractors. 
Sales have been growing ever since. 
Hundreds of dealers today are enjoy- 
ing new business with colored aluminum 
alkyd paints like Sapolin Temp-trol. 
Made with ALcoa® Pigments, these 
brands display the famous ALcoa label. 
Coatings like Temp-trol are ideal for most 
roofing and siding surfaces—asphalt 
shingles, slate, metal, tar paper, stucco, 
cement and cinder block. There’s a wide 
choice of beautiful, metallic colors. 


ALCOA ALUMINUAA 


PIGMENTS, PASTES AND POWDERS 
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ALCOA does not make roof coatings, 
but we will be happy to refer you to 
reputable manufacturers who do. Send 
coupon today for our booklets, which 
contain valuable information to help 
you sell. 


For exciting drama watch “Alcoa Presents” every 
Tuesday, ABC-TV, and “Alcoa Theatre” alternate 
Mondays, NBC-TV 


Aluminum Company of America 
1744-F Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 
[| Painting With Aluminum 
|_| Aluminum Roof Coatings Make Time Stand Still 


Name 

Company 

Address____ 
<M NR 
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the odds are 


you'll sell more 
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Your CHANNEL- 
LOCK sales opportuni- 
ties are better than ever... 
4 times better. The reason? 
You now can offer your cus- 
tomers their choice of not 
merely one but four distinct 
sizes of CHANNELLOCK 
Pliers. The widerthechoice, 
the surer the sale! Best of 
all, each member of this 
CHANNELLOCK family 
foursome has established 
itself as a fast-seller... 
hundreds of thousands of 
them are sold every year. 
Show ’em all four... and 
you'll sell all four. 


= 

and 
mc 
ot 
P 
= 








en, 
Reese # 
we be 
Sere a 
ae . 4 ¥ 
8 * A 
er Sed = SES ¥ : : ® 
$x ca Pg AS ig ! Se 
Bos See H % 
Rs 7 = ’ 
ae Ps ; ; z ° 
tes Re SSE ; 
Saf Se % 4 ’ b 
ee Be . ] 
3 Bes e : wee 
# = Se a 
= 4 Ba ; 
= ~ Ose me 
ES a i Peck 
& Si fe < 3 Fh 
cna | @ . = 2 
#3 ee 
ae i Bk: 
me so “4 


ce. 


paper aM wvie) Pre 


(also available 
with smooth 
jaws—No. 415) 


send for information 
on our special Channellock 


e 
‘fomily jpusome, display board No. 400-D \ 


CHAMPION DeARMENT TOOL 


Went more facts? 
36 e HARDWARE AGE, june 16, 1960 





* eo Nn Ree oe, oe Noe _ 


“PENN REELS 
give Fishermen what | 
they want in a Reel... | 


AND, THEY ARE THE EASIEST TO REPAIR 
WITH AN ABSOLUTE MINIMUM OF PARTS” 


J. C. GUERRANT, JR. 
New York Hardware Trading Co. 
Los Angeles 13, Calif. 


PENN JIGMASTER #500 


For “Squidding”’ in the Atlantic 
or ““Jigging”’ in the Pacific. 


New York Hardware is one of the largest and best 
equipped tackle establishments in Los Angeles and is 
famous for good merchandise and exceptional service. 


‘Some dealers may not know that the PENN REE ts are the fastest selling 
oldest or the newest, the largest or the reels with dealers everywhere because 
smallest PENN REELS can be repaired these sturdy, U.S. made reels are the 
with a minimum stock of parts,’’ says most wanted reels with fishermen every- 
J.C. Guerrant, Jr. a dealer in Los Angeles. where. Ask your authorized PENN jobber 
*‘PENN REELS must be good,’’ he con- about a suitable selection of PENN REEL 
tinues. ‘‘No major internal change has models for your area to build more store 


been necessary since the first reel design.”’ traffic and more sales for you. 


STOCK AND SERVICE PENN REELS 
For Extra Sales Volume 


REELS) PENN FISHING TACKLE MFG. CO. 


eek! 3028 W. HUNTING PARK AVE. + PHILADELPHIA 32, PENNA. 





Want more facts? Circle 124, p. 73 A 
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GUNSMOKE GLOBE-TROTTER* CHUCK WAGON* PLAID 
No. GS-8019 No. GT-8039 No. CW-7189 No. P-515 


ALL-NEW 24-KIT 
GLAMOUR GAL MERCHANDISER 


No. A-8119 No. G-8129 Takes only 2% sq. ft. floor 


— space. No charge for mer- 
Faery : * chandiser when ordered 
* Guaranteed by iS with 24 kit assortment. 
ae (Assortment No. SKM-165) 
" werk s largest manufacturer 
of decorated school lunch kits 


ALADDIN INDUSTRIES, INCORPORATED, NASHVILLE, TENNESSEE 


eee a 4 ra - e 
BALLERINA* : ALL STAR 
. B-8109 





422 EASIEST ACTING TOUCH SWITCH ON THE MARKET 


The Touchette designed for luxury minded homeowners, sells 
for. only ninety cents. Combines feather-light operation with 
easy installation. No special wiring needed .. . fits standard 
outlet boxes and toggle wall plates. Attractive ‘blister’ package 
guarantees impulse sales. UL Approved. 





1908 FLIP SEAL FOR WEATHER PROOF CONNECTIONS 


Fast moving Flip Seal connectors appeal to the do-it-yourselfer. 
Assures waterproof, dustproof connections so important for 
workshops and outdoor use. Rugged all neoprene construction 
assures ‘on-sight’ sales. A must have item. Available in standard 
two wire, 3 wire grounding and all other blade arrangements. 
UL Approved. 





990 VERTICAL . . PLUG IN NIGHT LIGHTS 


Choice of four colors—ivory, brown, blue and pink—from a high 
impulse, fast turnover display. Only Rodale has the exclusive 
vertical mounting, the appearance of a miniature fixture. Ex- 
tends a scant 1%¢” from the wall to eliminate accidental bump- 
ing. UL Approved. 








483 NEW CUBE TAPS DON'T BLOCK RECEPTACLES... 


Convert any non-grounded outlet into three 3-wire grounded 
outlets quickly and safely. In workshops, kitchens or anywhere 
that power equipment is being used the confidence of grounding 
can be obtained simply by attaching lead wire to wall plate 
screw. Result more outlets ... safer outlets. UL Approved. 


ask your distributor or write 


edesie manufacturing company emmaus, pennsylvania 
Want more facts? Circle 126, p. 73 


40 © HARDWARE ACE, June 16, 1960 





Hardware Age 


feature articles 


June 16,1960 Vol. 185, No. 12 


Squeezed for space? 


This 92-year old store faced the problem of how to get 


more merchandise out in the open, on display. Here is 


their solution ... it could also be yours 


‘ 


The adjustable wall of open display behind this checkout counter is 
typical of the new look in this store. Such open displays replaced 


cupboards and drawers throughout. 


The number one problem faced by most stores is 
how to get more merchandise out into the open, on 
display. 

This is particularly true of older stores, where each 
year sees new merchandise added, but no new display 
space is available. | 

Additional floor space is not always available, even 
for those dealers who would be happy to bear the 
expense of its acquisition. What is the alternative? 


Cochran & Allen Hardware Co., Carlisle, Pa., solved 
this problem effectively, by tackling it from the fix- 
ture angle. By relying on modern fixtures to boost 
display area without adding square footage, this 92- 
year old firm recently completed a thorough remodel- 
ing. 

The methods used by this store could well be 
applied to many others who face this headache. 

In planning its remodeling, Creedin E. Eppley, 
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Oiled floors, ceiling-high bins, flat-topped counters, and 
a general lack-luster appearance characterize this ' be- 
fore” photograph. The store is no smaller than it appears 
below, it just looks that way. 


This panoramic view shows how slimmer, modern displays 
have turned a two-aisle clerk-serve store into tour wide 
aisles of mass-merchandised self-serve fixtures. Note the 
many contrasts from floor to ceiling with the ‘'before” 


Squeezed for space? 
(Continued ) 


Cochran & Allen’s general manager, set these goals: 
More open display for mass merchandising. 
More aisles, and wider aisles. More cross aisles. 
Removal of most cupboards, drawers, closed bins. 
More attractiveness for women customers. 
Easier access to shelf hardware. 

More light and emphasis on all key lines. 
More separation of major departments. 


@ More merchandise on the selling floor, and within 
comfortable reach of selfserve customers. 

The accompanying photographs tell a dramatic be- 
fore and after story. They show what was needed 


photograph. and what was accomplished. 


Vv Perhaps you will see some of your own problems 
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Squeezed for space? 
(Continued ) 


illustrated in the “before” picture; some solutions 
and benefits in the “after” photographs. 
The goals set by Cochran & Allen may sound like 


This checkout clerk's duties include selling and house- 
cleaning of the adjacent housewares-gifts department 
when customers are sparse. 
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This is the basement builders’ hardware department, a 
key department of the store. 


a large order for any dealer to accomplish within the 
four walls of his present store. But Cochran & Allen 
has reached its goals, without adding a square foot 
to its property. 

This store now has four wide aisles, instead of the 
two somewhat cluttered main aisles of the past. 

Overhead lighting has been augmented with strong 
canopy lights. Resilient floor tiles have a bright, dra- 
matic effect on the store’s appearance. 

Old fashioned base, cabinet, and drawer fixtures 
have been replaced with four-tiered gondolas, two and 
four step wall units, and specialty fixtures. All open 
areas : ‘e veneered with perforated paneling. 

Now, instead of sections spilling over on one an- 
other, there are five separate merchandise depart- 
ments on the store’s main floor: 

(1) Paint—about 40 running feet, plus a large 
sundries’ counter. 


(2) Housewares and gifts—a 40-ft wall section, 
plus end-to-end gondolas for glassware and plastics, 
and another half-gondola for dinnerware. 


(3) Lawn and garden—a double gondola at front- 
center of store for shelf items. Also, a separate room 
off of the rear of the main floor for mowers and bulk 
goods. 


(4) Hand tools—a 40-ft wall section, augmented by 
butting gondolas. 
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Assistant General Manager Francis Crumm shows how 
specially designed slide out bins work to replace old 
cavernous drawers. 


(5) Fasteners and shelf hardware—a 40-ft section 
opposite paint. 


Several smaller departments, such as electrical and 
plumbing, are displayed near related lines. 

All overhead wall space is used to display bulk items 
which cannot be displayed in depth on the main floor. 
A basement department is given over to contract 
builders’ hardware stock and displays. 

The sporting goods and major appliance sections 
of the store are displayed in a separate building, two 
doors down the street. The sports’ store and main 
store are connected in the back section via an area- 
way. 

Total display space is about 8400 sq ft. Several 
back buildings give immense warehouse space for 
builders’ supplies and bulk garden goods. 

Refixturing took place in sections. At no time did 
the store close operations. 

The keys to Cochran & Allen’s new look are the 
fixtures, and the way in which they are arranged. 
One of the major goals was self service for all cus- 
tomers who wanted it, hence more aisle space and 
open display was needed. 

Deep oak wall shelves and bins, and wide flat-topped 
counters gave way to slimmer wall sections and gon- 
dolas. The behind-the-counter space for salesmen, 
that flanked the length of both walls, was eliminated. 


At the ribbon cutting following Cochran & Allen's reno- 
vation: general manager Creedin E. Eppley (center), 
president M. W. Allen (front left) and Burgess H. B. 
Breen (right). Council president P. K. Miller stands 
behind Mr. Allen. 


For those interested in the background of older 
hardware firms, here is a capsule history of Cochran 
& Allen Hardware Co.: 
1868—Business founded by Messrs. Stevic and Barr. 
1886—Mr. Barr became sole owner. 
1896—Mr. Barr took bookkeeper A. Max Cochran 
into the organization as part owner. Firm or- 
ganized as the H. A. Barr & Co. 

1901—Mr. Barr retired. Dorsey Alcock joined in 
partnership with Mr. Cochran. 

1921—-M. W. Allen became half owner of the business. 

1938—Mr. Cochran retired. Mr. Allen became sole 
owner. 

1947—Mr. Cochran died. 

1948—Mr. Allen formed a corporation, taking these 
four employees into ownership: Creedin E. Epp- 
ley, Roy G. Line, Herman L. Zimmerman, and 
G. Brinton Gross. 


Out of space savings came two additional aisles for 
customers to shop more leisurely. More cross walks 
were added to help traffic mingle. A central cash- 
wrap station was installed. A front checkout counter 
was built alongside of the main entrance. 

In brief, a clerk-serve store choked with fat, space 
wasting fixtures was put on a crash diet. It emerged 
a slim and functional self serve unit with: 

@ More room for customers. 

@ More room for more merchandise, all within 
easy reach. 

@ A more appealing store to lure every kind of 
customer from farmer and contractor to gift-seeking 
clubwoman. @ End 
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Can you compete 


There is no such thing as a free lunch and usually 


a cheap mower is no bargain, the author insists. 


Here are his ideas on how to compete with birds 


(cheap power mowers), based on many years of 


experience in the lawn mower business. 


by H. P. Bangert 

sales manager 

Dille & McGuire Mfg. Co. 
Richmond, Ind. 


Can you compete with the birds? You can, but it 
takes intelligent planning and hard work. 

What is a “bird”? A bird is a power lawn mower 
that can be described as “cheep, cheep, cheap.” 

These “birds,” the cheap lawn mowers, are a head- 
ache to many dealers. But, if you and your store 
stand for anything worth while in your community, 
you can meet the competition of these birds. 

There are several ways of competing with dealers 
who sell birds. One way is to buy and stock birds 
vourself; sell them without profit. In other words, 
fight fire with fire. If you feel this is a good way to 
handle the problem, there’s nothing more I can tell 
you. 

The second way is to sell quality merchandise, and 
to make certain the customer knows about the qual- 
ity. From my own observations of many dealers, I 
am convinced that this is the best way, and that it 
will work. But you must be willing, and able, to 
show the customer what makes your product a qual- 
ity item. 

Dealers and salesmen have said to me, “I don’t 
have time to show my customers all that stuff. I’m 
too busy.” 

When I hear this, I feel like asking, “Busy doing 
what?” 

A customer buys a power mower because he thinks 
it will perform the function for which he is buying 
it. If he doesn’t think it will do this, he won’t buy it 
at any price. 
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If he does think it will do the job, then he wants 
to buy it at the lowest price possible. 

It is up to you, as a dealer, to show him that the 
mower you are offering him will do what he wants 
it to do. 

If a “bird” will perform just as well as the mower 
you are offering, and if it’s offered at a bird price, 
then one (or both) of two things is true. 

(1) You have the wrong mower, or 

(2) You have priced it too high if your price is 
much higher than the bird. 

I can hear a lot of you saying, “If I can’t make a 
profit on an item, I don’t want to sell it.” I won't 
quarrel with you about that. 

But, if the birds are being sold without profit— 
and most of them are—in order to influence other 
sales, then you cannot expect to make your full 
margin of profit if you expect to compete. 


But if you can show your customer that the mower 
you sell will serve his purpose better than the bird, 
then you’re in business. 


Look at your power mowers through your custom- 
er’s eyes: 
... Tell him what your mower will do. 
... Tell him how well it will do it. 
. . . Show him why it will do it better. 
If you can’t show your customer why your mower 
is better than the bird, don’t expect him to buy it. 
The chances are that your customer is confused 
about power mowers. Don’t leave him that way. 
You must have the confidence of your customer. If 
he doesn’t believe you when you tell him something; 
if he thinks you might shade the truth a trifle in 
order to make a sale; or if he thinks you don’t know 
as much about the mower as you should, or as much 





the birds? 





























as you pretend to know, then you have a problem 
that only you can solve. 

Trying to fool the public is like trying to fool a 
child. You’re smart if you don’t try it. The very 
fact the customer has come to your store to look at 
vour mowers indicates he has confidence in you, so 
let’s go on from there. 

Let’s start with the assumption the customer is 
going to buy a power mower. He will buy it from 
one of three places. He’ll buy it from you, or from 
a competitor who sells good mowers, or from a bird- 
man. 

And he will buy it where he believes he is getting 
the best value. Make no mistake about this! 

What are the things that make the customer decide 
on which mower to buy? We think there are four 
things: 

(1) The engine. 

(2) The mower itself. 

(3) Size. 

(4) Price. 

If you do a job of selling on point No. 2—the 
mower itself—you’ll sell the mower. If you don’t, 
you won't. 

Let’s consider the other three points. They are the 
ones the birdman will make the most noise about. 


He’ll say his mower has a “big, powerful” 3 hp 
(or 2% hp) engine. We don’t know the difference 
between a “big powerful” 3 hp engine and just a 
> hp engine. But these words—‘“big, powerful”— 
sound good and are supposed to lead the customer 
to believe he’s getting more engine. He isn’t, and 
it’s up to you to give him the facts. 

Then the birdman will lay heavy emphasis on the 
make of the engine. He’ll advertise a genuine Briggs 
& Stratton, or a Clinton, or a Lauson, or whatever 
it is. Frequently it’s a Briggs & Stratton. And if 
he can lead the customer to believe the mower itself 
is made by Briggs & Stratton, he is not adverse to 
that either. 

Now, unfortunately, you have no advantage what- 
ever as far as the engine is concerned. In general 
the birds will have exactly the same engines as are 
on your quality mowers. 

On engines there are two things you can do. 

First, deflate the silly claims about “big, powerful” 
engines. 

Second, make sure the customer understands the 
mower is not made by the engine manufacturer. 

At this point, however, you should always ask the 
customer who has mentioned a bird, “By the way, 
who makes that mower’? The chances are very 


HAKDWARE ACE, June 16, 1960 © 47 





Can you compete with the birds? 
(Continued) 


great he won’t know, because most birds are without 
a manufacturer’s name. 

Now consider point No. 3—the matter of size. 
Most of the birds are sold as 24 or 25 in. machines. 
They started out this way because those sizes were 
tax free. Now that Uncle Sam has put a tax on these 
sizes also, the customer is expected to believe that 
the larger sizes will enable him to get the job done 
more quickly. 


Size counts heavily 


The average user wants the mower for mowing 
his lawn. And in that lawn there are always scme 
trees, or shrubs, or bird baths, or flower beds, or 
clothes line poles, or side walks, or drive ways. Just 
how much faster can a person maneuver a 25-in. 
mower around these things than a 21 or 22-in.? 

Keep in mind, too, that a rotary blade is like an 
airplane propeller—the longer it is the more turbu- 
lence it creates. Since the engines to which these 
blades are attached are exactly the same engines to 
which the 21 or 22 in. blades are attached, the ques- 
tions of turbulence, vibration, and actual danger are 
very real. 

The customer should realize that too much size 
in a mower can be as bad as in a shoe. A man who 
buys a size 12 shoe for a size 10 foot may have 
gotten a lot more leather for his money but he won’t 
like it. 

Now let’s look at point No. 4—price. What is 
there to say about that? If a person pays less, he 
gets less. That’s a pretty sound rule. There is no 
such thing as a free lunch, although there is free 
cheese in a mouse trap and free bait on a fish hook. 

Now let’s get to the important part, point No. 2— 
the mower itself. This is the most important factor 
in the whole transaction: What is the customer en- 
titled to when he buys a rotary? 

First, he is entitled to the full cutting width, and 
this is determined by the length of the blade. A 
mower with a 24-in. deck and a 23-in. blade is not 
a 24-in. mower. Measure the blade. We have never 
seen a “bird” that wasn’t from ™% to 1 in. under 
size. 

Second, the customer is entitled to a sturdy deck. 
Whether it’s steel or aluminum, it should be sturdy. 
If a deck can be bent or distorted, it’s dangerous. 

Third, the customer is entitled to a mower that 
will trim as claimed. Some claim their mower trims 
in front. Stop for a moment and you will see that 
such a claim is ridiculous. A blade that cuts in a 
circle can’t cut a straight line along the front of 
the mower. If you want to see how it works, try to 
get into the corner of a square bowl with an egg 
beater. 

_ If the claim is made that the mower trims on the 
side, it must have two features. The deck must ex- 
tend beyond the wheels, and the blade must come 


48 «© HARDWARE AGE, june 16, 1960 


close to the inside of the deck. 

Check these things. A 23 in. blade in a 25 in. 
deck isn’t going to trim close. 

Fourth, a customer is entitled to as much safety 
as can be built into a rotary. He is entitled to: 

A handle that will not let the mower roll back on 
the user. 

A blade that rides at least 144 in. above the bottom 
edge of the deck. A blade that rides even with or 
below the deck is dangerous. 

A blade that will not shatter or break. You have 
no way of testing this, you have to rely on the 
integrity of the manufacturer. Therefore you should 
know, who made the mower. 

A blade that won’t fly away. If a screw or a bolt 
or a rivet lets go and the blade gets free, it can be- 
come a dangerous missile. 

A customer is entitled to a mower that will cut his 
grass, not just whip it off or break it off. 


Tell customers facts 


He is entitled to know whether the mower will 
leave lumps of grass all over his lawn. A properly 
designed mower won’t do this. 

He is entitled to know whether the mower will 
leave his lawn brown or green. A properly designed 
mower will not brown his lawn. 

He is entitled to wheels large enough to make 
maneuvering on a lawn easy. 

He is entitled to know that there is a difference 
in rotary mowers, and that there is a lot more to a 
good rotary than a deck with four wheels on it, an 
engine on top of it, and a blade beneath it, and a 
handle. 

It is important to show your customer the good 
features of your mowers. 

It is just as important to have your customer 
realize the features the birds do not have. 

At the risk of being considered a bit old fash- 
ioned, we repeat a few observations. 

You should have no quarrel! with the birdman over 
the price at which he sells his birds. He knows what 
they are worth. 

Nobody ever made an article so bad and sold it 
for so cheap a price, but that somebody could make 
it worse and sell it for less. 

Usually when people brag about the low price of 
a mower, that’s all they have to brag about. 

If the mowers you sell were bought by you because 
they were cheap, you haven’t much to sell except 
price. 

But, if the mowers you sell were bought by you 
because you believe them to be good, then give your 
customer the benefit of your knowledge. He’ll prob- 
ably agree with you. 

If you are unhappy about the birds, don’t be. 
They may be the means of making you a better 
merchant. @ End 





This customer selects colors, in comfort, at a hardware store paint bar, with the color recorded for accurate reorders. 


More repeat paint sales 


How color mixing machine 
gives dealer a merchandising tool 


that brings customers back to his store. 


Now that electronics had been applied to paint mix- 
ing, hardware dealers are wondering what effect this 
will have on the merchandising of color in paint. 

One effect shows up in Huffstutler’s Homewood 
(Ala.) Paint & Hardware Co. store. This is a tie-in 
that brings customers back to Huffstutler’s when more 
paint of the same color is needed. 

“As each can of paint is mixed, a sticker with a 
code number is affixed. The name of the customer and 
the type of finish also appears on this sticker. A second 
copy of this information is filed in the store’s records. 

“The customer can immediately request and get a 
perfect color match when more paint is needed, even 
when she is not sure of the original code number. 

“Of course, this gives us control over reorders,” says 
H. G. McDonald, store manager. 

“Customers know we can give them perfect color 
matching electronically. And customers are flattered 

(Continued on next page) 
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More repeat paint sales 
(Continued ) 


by having their names printed on the paint cans. They 
have a custom paint maker working especially for 
them. 

“Contractors and decorators are repeat customers 
for our system. Color matching for their customers is 
a simple job now. Many contractors and decorators 
now send their clients directly to us for the exact 
colors needed. It represents savings all around. 

“To build more paint business, we supply elaborate 
color books to architects. They use the books in writing 
up job specifications. 

“These professional designers know that they can 
trust the color numbering code for accuracy. 

“That is, they know when they need more paint to 
finish a job, there will be no question about a perfect 
match of new paint to old. Electronic color mixing has 
surely boosted our patronage among professional 
painters. 


Store Manager McDonald mixes an order. 
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“As everyone knows,” Mr. McDonald says, “color is 
playing a much bigger part in our lives. Women and 
women’s shelter magazines have played the dominant 
role in this trend. Color mixing machines will further 
the trend, I am sure. 

“Colors are steadily becoming more dramatic. Shades 
that were frowned upon a few years ago are now in 
demand. There’s a fresh approach in home decorating, 
and it is largely a question of free-wheeling with color. 

“‘We have boosted paint sales about 50 percent with 
our color bar and electric color mixing machine. 

“We’ve made paint shopping pleasant and easy for 
our customers. We have a spacious color bar, with 
stools and plenty of leg room. Customers can select 
paints and trims in comfort,” says Mr. McDonald. 

Mr. McDonald sums up the advantages of his color 
mixing machine as “more speed in mixing, a wider 
color selection, less inventory, repeat traffic.” ©@ End 





A dealer speaks 


“Think big, promote big” 


Promotions can become trademarks and traditions that 


guarantee traffic because customers know you mean business. 


by J. R. Draper 
general manager 
Van Dervoort's Hardware 


Lansing, Mich. 


Editors note: This article is based on an address by 


Mr. Draper at the Michigan Retail Hardware Assn. 
convention. 


Hardware stores must promote to exist in today’s 
changing retail climate. 

You should have a promotion of some sort every 
month of the year. In addition, you ought to have 
several big promotions over the course of the year. 

Establish promotions, especially the big ones, as 
your trademark. As the years pass, and the promo- 
tions are regularly repeated, they will become local 
traditions. The trade will be watchful of them. 

Grasp onto a special name for your promotion. Make 
it a name that captivates the customer’s imagination 
and enthusiasm. 

Such special names and themes for promotions are 
so easy to find. Good sources for them are business 
magazines, conventions, and even competitors. Our 
competition, such as grocery stores, and department 
and discount stores that are selling our merchandise 
should make us conscious that we must make our own 
thunder to hold even at least, and return customers 
to our stores. 

An important tool is to use in any promotion is-co-op 
ad money available from some manufacturers. 

Our store has two big, important sales each year; 
the Lemon sale and anniversary sale. Lemon sales 
have a 13 year history. Anniversary sales cover our 
56 years in business at Lansing. 

The thinking behind the Lemon sale is that profits 
are made on turnover ... not on leftovers. Lemon 
sales were begun to dispose of ersatz war-time mer- 
chandise. This kind of sale is a wonderful way to 
dispose of unwanted or unsaleable merchandise. 


We hold the sale in our warehouse building, a block 
away from the store. Merchandise is classified, placed 
on tables, and realistically priced to move. The Lemon 
sale was divorced from the main store to the ware- 
house because sale and non-sale items can be fully 
separated in the warehouse. There is no customer 
confusion. Also, there is something more dramatic 
in a warehouse-based sale. 


We code all merchandise in our inventory, and thus 
we know the age of all items. 


Now that the Lemon sale has become a tradition, 
you'd be surprised how many manufacturers come to 
us to sell us stock for this event. 

Small teaser ads in newspapers build up interest 
for the principal Lemon sale ads. All sale signs are 
printed in yellow, to accentuate the lemon theme. 

Our anniversary sale is a week-long, action-packed 
event. We have door prizes, demonstrations, and spe- 
cial activities in most departments to whoop it up. 

Bonus coupons are part of ads and mailing pieces 
as an extra traffic incentive. 


There are other manufacturer promotions which I 
call “canned promotions.” You know, ads for tools, 
wrench sets, and plastic dishes such as those pro- 
moted by furniture and jewelry stores. These can be 
good promotions for hardware stores. In these canned 
promotions the margin of profit is sometimes not too 
good, but turnover is good, and unsold merchandise 
can be returned to the promoter. 

Those 88¢ promotions still can be used effectively 
by hardware dealers to generate new traffic and divert 
trade from variety stores. Although 88¢ sales have 
been overworked in some areas they are productive 
for many dealers, when timed properly. 

In varying our promotions to keep up consumer in- 
terest, we have been successful with such sales as 
Wednesday “surprises,” and Thursday “door busters.” 
These sales usually feature one-day prices on regular 
goods. Prices revert to former levels the day after 
the sale. @ End 
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Demonstrate, sell by showing 


Use your customers’ senses to clinch sales by 


dramatizing special features of each item. 


Some years ago, a damaging 
rumor threatened the life of a met- 
ropolitan newspaper. This paper, 
it was said was going. downhill. 
Readers were deserting it because 
it carried too much advertising, 
not enough news and features. 

Some advertisers began to talk 
about cancelling. The _ editorial 
board of the newspaper had an 
emergency meeting. Something 
had to be done quickly. 

But what? The answer was 
an inspiration. 

The newspaper excerpted all 
straight reading matter from a 
single regular edition—exclusive of 
ads—and published it as a 300-page 
book called “One Day.” Copies of 
that unusual volume were sent to 
advertisers. 

The rumor died aborning. 

Why? Because the newspaper 
knew that the swiftest way to get 
its message across was to drama- 
tize it. It could have issued denials 
or cited impressive figures, but 
mere words and numbers can be 
distrusted. On the other hand, 
“seeing is believing.”’ 


Purpose of demonstration 


The moral for your salesmen? 
The more dramatic you make a 
demonstration, the more convinc- 
ing your sales message becomes. 
What a prospect sees with his own 
eyes or feels with his own hands 
he must believe in his own brain. 

Most customers are naturally 
skeptical. They have a_ built-in 
“disbeliever” that automatically 
discounts the value or importance 
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of anything new or novel. 

Demonstration helps you resolve 
this conflict of interests in your 
favor. 

It enables you to prove that what 
you claim for your product or ser- 
vice is true. It makes the benefits 
you have to offer vivid so that the 
desire to own them is heightened. 

Demonstration should do all this. 
Often, it doesn’t. 

Every demonstration is an ap- 
proach to showmanship. At your 
disposal are five eager allies, your 
prospect’s eyes, ears, hands, nose 
and tongue. For, without excep- 
tion, effective demonstrations sell 
the senses as well as the mind. 


Make him see it 


Everybody enjoys a show. We 
like to see things moving, happen- 
ing, in action. Indeed, psycholo- 
gists have found that over &5 per- 
cent of all the things we ever learn 
are learned through the eyes. 

Consider the young engaged 
couple who visited a china shop. 

The groom-to-be had never be- 
fore had any interest in china. He 
wandered non-committally about 
the store, looking “but seeing not.” 
His fiancee obviously knew a great 
deal more about such things, but 
the salesman correctly assumed 
that since the man would be pay- 
ing, he needed some assurances 
about the quality of the product. 

The salesman decided on a sim- 
ple demonstration. 

He took a cup from an expensive 
set of Wedgwood bone china, placed 
it on the floor and stood on it. The 


fragile-looking cup supported his 
full weight. He picked up the cup 
and handed it to the young man 
without a word. 

This visual proof of bone china’s 
strength struck home. The sale 
was made. 

That salesman knew his wares 
and how to prove superior quality 
to a prospect who knew very lit- 
tle about the product. His dra- 
matic demonstration seized the 
young man’s imagination and kin- 
djed interest where it didn’t exist 
before. 

Roy Halvorson, the “Christmas 
Tree King,” has to convince poten- 
tial customers that his table-top 
processed spruces are superior to 
some of the competition’s. 

Like other table-top tree mar- 
keters, Halvorson fits each tree 
into a base containing nutrients 
so that it lives well past the holi- 
day season in a heated apartment. 

Mr. Halvorson fits a cellulose 
sleeve around the trunk before in- 
serting it into the metal stand. 

Mr. Halvorson’s job: to prove 
that the outer layers of the trunk, 
which he does not sacrifice, are the 
important “feeding” layers for the 
passage of nutrients throughout 
the tree. To do this, he inserts 
the tree base in a harmless ink 
solution. 

The tree trunk’s outer layers 
color from the ink, proving that 
they do the feeding. “People can’t 
pooh-pooh what they see with their 
own eyes,” says Mr. Halvorson. 

In solid agreement is the Johns- 
Manville salesman who waited for 
the first snowstorm of the year be- 





fore re-visiting a particularly ob- 
stinate prospect, 

The salesman wasted no words 
as the man opened the door. 

“I’m from the Johns-Manville 
Co. Come out and look at your 
roof. There’s no snow on it.” 

Grumbling, the prospect took a 
look. “Okay,” he said, “there’s 
no snow on it. So what?” 

“Just this,” answered the sales- 
man. “Look at your neighbors’ 
roofs. Covered with snow. They 
aren’t paying heating bills to melt 
snow on the roof. Your heating 
bills must be about 15 percent 
higher than theirs.” 

This was the kind of demonstra- 
tion the prospect could understand. 
He invited the salesman in, and 
the sale was made. 


Make him hear it 


Only in a few fields is the cus- 
tomer’s sense of hearing appealed 
to regularly. 

The man who is considering buy- 
ing a house is encouraged to rap 
the walls for aural proof of sound 
construction. Crystal is tinkled in 
department stores. 

“Listen to that motor 
say automobile salesmen. 

It has been the experience of 
automobile dealers that the solid 
slamming of a car door can go a 
long way in establishing a quality 
image in a prospect’s mind. 

But what about the product that, 
by its very nature, is mute? 

The answer comes from J. P. 
Millon, sales manager, Coty, Inc., 
who says, “When the product can’t 
talk, it’s up to the salesman to 
put it across verbally. 

“When you’re introducing a new 
product to a buyer, you must en- 
gender curiosity, interest, enthu- 
siasm. It’s not enough to have a 
story to tell. You have to tell it 
with fire. 

“Before he even takes an item 
out of its case, our salesman will 
confide, ‘Do I have something for 
you!’ While opening the case, he’ll 
say, ‘This perfume is like nothing 
you’ve ever handled before.’ Up 
goes the lid. ‘Why, it’s been jam- 
ming counters from Frisco to 
Philly.” Down goes the lid. ‘Jones 
in Cleveland sold 10 dozen the 
very first week.’ 

“By the time the buyer smells 
the perfume, he’s genuinely ex- 


purr,” 


cited. Then it’s relatively easy to 
get him to sign an initial order for 
half a gross.” 

No matter what you sell, you can 
dramatize it with vocal showman- 
ship. 


Make him feel it 


A hardware salesman had a re- 
tail customer who wasn’t selling 
the number of tools his store traffic 
indicated he should be moving. 

An examination of the custom- 
er’s display racks gave the sales- 
man an idea. Receiving permission 
to make certain changes, he pro- 
ceeded to rearrange the tools so 
that their handles poked out in- 
vitingly, toward the ultimate con- 
sumer. Sales soon boomed. 

“The display showed the mer- 
chandise, all right,” the salesman 
explained, “but now your custom- 
ers are tempted to grip the tools, 
heft them, and sell themselves.” 

The best demonstration of all is 
the self-demonstration. Get your 
product into a man’s hands, where 
he can feel it, test it and other- 
wise “rehearse ownership.” 


The other senses 


Even if your product cannot eas- 
ily be handled, some part of it 
probably can. Dissect it, if neces- 
sary, to find out which part can 
be dramatized. 

A book dealer uses a leather- 
bound volume as a sample. No 


sooner does he gain the attention 
of a prospect than he whips out 
the book and says, “Smell that! 
Genuine leather.” 

True, not every product lends 
itself to demonstration through 
the senses of taste and smell, but 
more do than most salesmen sus- 
pect. 

What of the auto dealer who 
draws attention to the new-car 
aroma of the upholstery to fash- 
ion-conscious wives of prospects? 
Isn’t he pointing out a novel way 
of experiencing the prestige of 
owning his product? 


The best demonstrator 


Bill Stanley, a salesman of 
virtually unbreakable glass, 
consistently outsold the other 
men in his district. Curious, 
his manager accompanied 
him on a sales call. 

Bill’s presentation was not 
discernibly different from 
that of the other salesmen. 
His samples were identical 
with those carried by his col- 
leagues. He stayed no longer 
than was usual. 

His secret? 

Whereas other salesmen 
demonstrated the strength of 
their glass by striking it with 
a mallet Bill made it a point 
to hand the mallei to his 
prospect and invite, “Try it 
for yourself.” 


Demonstration puts life into salesmanship. The sound and vibration of cutting, 
the sme/! of new wood, and watching a tool do what it is claimed to do turns 
the casual shopper into a lively prospect. 


eel 
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“Don't fight change, join if...” 


Louis Mandel, owner of three differ- 
ent stores in the same neighborhood 
during the past 37 years. 


Neighborhoods change so dealers 
must change too if they want to 
survive. Here is an example of 
change and how a dealer joined it. 

The changing area was one of 
single housing being converted to 
rooming house and light house- 
keeping units. Accordingly, Louis 
and Robert Mandel, father and son 
team, gambled 18 months ago when 
they spent $15,000 to refixture and 
remodel their Standard True Value 
Hardware store in Chicago. 

The gamble paid off. 

Since the facelifting, sales have 
climbed an encouraging 30 percent. 
And this despite continuing neigh- 
borhood customer turnover. 

The 50 x 125 ft store, with 3000 
sq ft of sales area is in the heart 
of Chicago’s thickly populated up- 
town district. Louis Mandel, 59, 
opened his first hardware store 
(this is his third in the same area) 
37 years ago. At that time, the 
shift from single family dwellings 
had started. The post-war influx of 
unskilled workers since 1945 has- 
tened the trend. 

“Before we remodeled,” Louis 
Mandel says, “we were convinced 
that a reappraisal of the trading 
area was in order.” 

In analyzing the problems, the 
Mandels decided that if business 
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. . . Says a veteran hardwareman who has 


stayed in the same neighborhood for 37 years 


and finds business better than ever. 


was going to be lifted out of the 
doldrums, something more than 
just a store facelifting was indi- 
cated. Store operation would have 
to be tailored to fit the particular 
needs of the area. 

What were those needs? 

Key customers were, and would 
continue to be, rooming house and 
apartment hotel dwellers. Decorat- 
ing materials and accessories, and 
housewares would be staples. Room- 
ing house and apartment hotel op- 
erators, the Mandels knew from ex- 
perience, constituted a dependable 
market for all categories of hard- 
ware, particularly plumbing and 
electrical supplies. 

“Tt was the needs of these g. oups 
we kept in mind when we blue- 
printed our expansion,’ Bob Man- 
del says. 

Area residents account for 50 
percent of the store’s business. 
About 60 percent of this volume, 
however, is in gas hot plate cooking 
utensils, glass and table wares. Also 
there is a steady year-round market 
for economy-priced water base 
paints. 

“With these needs in mind,” Bob 
Mandel says, “we put shelving 
along 40 ft of the right wall, stock- 
ing it entirely with cooking uten- 
sils, glassware and dishes.” Shelf 


backing is perforated paneling to 
accommodate adjustable shelving, 
and for suspending items that do 
not lend themselves to orderly shelf 
arrangement. 

To take advantage of the brisk 
demand for low priced paints, the 
Mandels located the paint depart- 
ment against a 40 ft section of the 
rear wall, clearly visible from all 
parts of the store. 

Two top shelves of the five tiered 


Modern fixtures in a store that gets 
remodeled to fit the changing needs 
of its market. 





paint fixture are stocked with 
a locally - manufactured, economy- 
priced paint. 

“Three or four times a year,” 
says Louis Mandel, “a manufac- 
turer’s flyer featuring this brand 
of paint at $3.49 a gallon is hand- 
delivered in the rooming house 
area.” 

The Mandels regard this adver- 
tised paint only as a lead. 

“It pulls customers into the 
store,” explains Bob Mandel, 
“where they are exposed to our 
housewares and other merchandise. 
That is the real payoff.” 

Reappraisal of another area was 
in order. Plumbing, electrical and 
power and hand tool departments 
needed revamping if full advantage 
was to be taken of the new demand 
by rooming house and apartment 
hotel operators for items in this 
category. 

This demand led the Mandels into 
installing specially designed fix- 
tures for the display of power and 
hand tools. Located adjacent to the 
all-glass store front, the fluorescent 
lighted tool display is in full view 
of sidewalk shoppers. 

Since the store’s remodeling, in- 
ventory increased from $25,000 to 
$45,000. Heavier stocks of power 
and hand tools, in depth and vari- 
ety, account for a sizable portion 
of this increase. 


tlumbing and electrical supplies 
have been placed across the aisle 
from the tool display on both sides 
of a 20 ft fixture. 

Remodeling gave the Mandels an 
opportunity for a second look at 
their electrical and plumbing sup- 
ply inventory. Personal observation, 
and study of stock records, con- 
vinced them that too many items 
in the same category were being 
duplicated. Further, many numbers 
were not moving. Shelf warmers 
now are being closed out. 

Now, because the fast movers are 
being stocked in greater depth, out 
of stock has ceased to be a problem. 
Increased volume has been achieved 
without a corresponding increase in 
inventory. The result is better turn- 
over and profit. 

Rooming house and apartment 
hotel accounts are handled mostly 
on a 30 day credit basis. 

“We've got about 100 such ac- 
counts now,” says Bob Mandel. 
“‘Most of the buying is done by the 
apartment house janitors. Sales of 
course are usually on a piecemeal! 
basis. It’s not unusual for a janitor 
to run in for a 25¢ box of faucet 
washers. 

“Average sales, however, are 
closer to $25 or $30. We have a 
station wagon for emergency de- 
liveries to accounts that phone their 
orders in. 


“The city hardware dealer seek- 
ing a reliable business stimulator,” 
Bob Mandel says, “might do well 
to give a closer look at his key cut- 
ting operation. 

“We're cutting up to 25 gross of 
keys a month now. We do car keys, 
too. We’re getting 25¢ per key. And 
that is a pretty nice profit. 

“Then there are the impulse sales 
that more often than not are part 
of a key cutting job. After all, 
that’s what creates extra sales at 
the checkout counter,” Louis Man- 
del says. 


Since the store is in a transients’ 
rooming house area, locks are fre- 
quently changed for precautionary 
reasons. Naturally, the Mandels 
have swung emphasis to locks and 
lock installation. They now sell 
about 150 locksets per month, 
mostly in the higher priced cate- 
gory. Installation, when requested, 
is made by Bob Mandel. 

An unexpected source of addi- 
tional volume has been a steady in- 
crease in transient business. About 
10 percent of the business now is 
with out-of-the-area motorists. 

“Remodeling the store certainly 
has been worth every penny we put 
into it,” Louis Mandel says. “If 
you don’t change with your neigh- 
borhood you’re a dead duck.” @ End 





How to keep bags stacked in order 


Eight sizes of small to medium size bags can get into an awfully jumbled 
mixup on a busy Saturday afternoon. This has been the experience of 


many dealers. 


Farmers’ Mercantile Co., Ashland City, Tenn., solved this problem in a 
manner which can quickly and easily be adapted by any dealer troubled 


with the same experience. How? 


Ordinary japanned shelf brackets were set in an L-shaped position on the 
cash-wrap counter. Once screwed firmly into place, these brackets formed 
convenient and snug compartments for bags. They were arranged by size, 


from smallest to largest. 


Salesmen at Farmers’ Mercantile quickly learned the position of each 
size bag, and could reach for the proper size without looking. Fumbling 
for the right bag, and time lost in constant rearranging is a thing of the 


past in this store. 


If you adapt this idea, stack the bags with the folded bottoms facing 
upward. It makes them easier to grasp in a hurry. Also, learn to flex each 
bag as it is lifted, for sometimes they tend to hang together. 


A new use for shelf brackets. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 73, and mail 


Item 1 
Replaceable teeth in rake 


Easily replaceable teeth that snap 
in or out without pliers are a spe- 
cial feature of the Green Thumb 
Yardwide Leafcomb. Thirty - six 
teeth are closely spaced across a 
36-in. head that is reinforced with 


special bead for rigidity with extra 
light weight. Union: Fork & Hoe 
Co., Dept. HA, Columbus 15, Ohio. 


Item 2 
Colored cast-iron cookware 


This porcelain cast iron cook- 
ware comes in four popular colors 
to contrast or blend with modern 
kitchen decors. New colors in the 
Prizer-Ware line are birch-brown, 
ombre (lustre) red, turquoise and 
white with an ivy pattern. Shown 
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are a saucepan, divan dish, skillet 
and Dutch oven. Textile Machine 
Works, Dept. HA, Reading, Pa. 


Item 3 
Soldering gun display 


You can stimulate impulse sales 
of soldering guns with this giant 


plastic Wen display gun. It is a 36 
x 24 in. replica of model 199. The 
housing is a bright red with a Wen 
insignia on the handle and a flash- 
ing spotlight. It has a silver tip. 
This giant gun is available to you 
if you carry a nominal] stock of Wen 
solder guns. Wen Products, Ine. 
Dept. HA, 5808 Northwest High- 
way, Chicago 15, Il. 


Item 4 
16-0z head on $1.95 hammer 


A 16-oz drop-forged head with 
curved or ripping claw is a feature 
of Great Neck’s new W-16 ham- 


mer. This hammer has a tapered 
handle made of flame conditioned 
hickory. The head is mirror pol- 
ished. It retails for $1.95. Great 
Neck Saw Mfrs. Inc., Dept. HA, 
Mineola, N. Y. 





Here is a quick Check 
List of items described 
in the following pages. 


Item 5 


8 in. circular plywood saw 


Atkins’ double-duty A-80 circu- 
lar plywood saw cuts up to 1% in. 
plywood and up to 3 in. solid wood 


a el AY’ 


smoothly and quietly. This saw has 
special side clearance grinding, 
heavy beveled filed teeth, hard 
chrome finish and special expan- 
sion slots reduce friction. It comes 
in 8 in. diameter, 16 gauge with 80 
teeth and % in hole bushed to 
4 in. Atkins Div., Borg-Warner 
Corp., Dept. HA, Indianapolis 25, 
Ind. 


Item 6 
Insecticide merchandiser 


Black Flag’s mobile merchan- 
diser, shown, stacks up to 12 cases 





Quick Index to Buying Check List 





[] Replaceable teeth in rake 
[] Colored cast-iron cookware 
[] Soldering gun display 

[] l6oz. head on $1.95 hammer .. 
[] Circular plywood saw 

[] Insecticide merchandiser 

[] Display for storage shelves 
[] Assorted springs, cabinet 
Safety lock for windows 
Rotating hand tool rack 
Improved, relabeled paint 
Vertical glassware display 
Fryer-cooker Dutch oven 
Metal stand for hex keys 
$2.25 pistol cleaning kit ......... 
Saw attachment for drill 
2'/o-hp power tiller unit 
Round Christmas bulbs 
Steel hinge for cabinets 
Brass barrel swivels 
Weather strip threshold 

[] Poster for primer-sealer 

-] AM-FM table radio ...... 
[] Family-size bungalow tent .. 
[] Automatic emergency light 
[] Improved sink strainer 
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[] Spring pin removal punch 
[] Portable barbecue rill 
[] Flexible pipe and fittings 
[] Steel rotisserie broiler 

[] Hot dog cooker unit 

[] Porcelain refinisher kits 

[] Model train display unit 


[] Liquid stops paint skinning 
[] Venetian blind repair kit 
[] Woed finish display 

[] Power tools in display 

[] Weatherstripped door stop 
[] Paste charcool-lighter 
Power edger-trimmer 

Seven wide range clamps 
Double claw wrecking bar 
Lighted alarm clock 
Portable paint dispenser 
Sash balance, weatherstrip 
Vertical charcoal grill 
Storage rack for bags . 
Household cleaning compound ... 
Brass bathroom accessories 
10-bottle tempera set 
Heavy duty band saw blades .... 
Double note door chimes 
Safety device for ladders 
28-in folding mete leg 
Vise use and core charts 
Garden lighting bulletin 
Plastic box bulletin 

Lawn sprinkler catalog 

Free game fish guides 
Fastener data brochure 
Recessed lighting catalog 
Drapery hordware catalog 
Finishing machine bulletin 
Fishing lure booklet 

File catalog sheet 

Railing installation folder 
[] Alarm clock fact sheet ......... 
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of Black Flag products. It is made 
of heavy gauge steel and is com- 
pact and easy to assemble. Only 
214 sq ft of floor space is needed 
to set up this unit. Included in the 
display are bug killer jars, insect 
spray cans, and ant and roach killer 
aerosol bombs. Boyle-Midway Div., 
American Home Products, Dept. 
HA, 22 E. 40th St., New York, 
N.Y. 


Item 7 


Display for storage shelves 


Here’s a new counter display for 
Hirsh’s three-shelf Door ’N Wall 
storage units. It is 26 x 32 in. 
and contains a sample unit. The 
display unit is made with easel 
and hanging facilities. It has a 
large illustration indicating how 
the shelves provide extra storage 
space. These units are now packed 


in a new carry-out box. S. A. Hirsh 
Mfg. Co., Dept. HA, 8051 Central 
Park Ave., Skokie, Ill. 


Item 8 


Assorted springs in cabinet 


You get a four-drawer steel 
cabinet with 33 compartments 
when you purchase 275 assorted 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


springs. Your cost for the Junior 
Select - A- Spring Assortment is 
$19.96 and your return is $70.60. 
Each of the compartments is num- 
bered for quick selection. The cabi- 
net contains an assortment of 33 
small and large extension and com- 
pression springs. Select-A-Spring 
Corp., Dept. HA, 61 E. 11th St., 
New York 3, N. Y. 


Item 9 
Safety lock for windows 


With this Standard brass-plated 
lock, forcible entry through partial- 
ly-opened windows can be prevent- 
ed. Shelby’s safety window lock 
#220-BB automatically locks double 
hung windows in any partially 
opened position and prevents onpen- 
ing windows wider from the out- 
side. It also stops small children 
from opening windows beyond safe 





limits. Windows will also lock in 
closed position. Retails for 35¢ 
carded. Shelby Metal Products Co., 
Dept. HA, Shelby, Ohio. 
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Item 10 
Rotating hand tool rack 


Forty-two Ames hand tools can 
be displayed in this lightweight 
rotating unit. This colorful rack is 
made of metal and has built-in bal- 
ance for easy rotation. It is easy 
to assemble and occupies an area 


164% in. in diameter and 23 in. 
high. O. Ames Co., Dept. HA, 
Pa-kersburg, W. Va. 


Item 11 
improved, relabeled paint 


Two major improvements have 
been made in Seidlitz SatinTone 
Latex Wall Paint. It adheres more 
quickly and easily, and its tougher 
finish holds up longer under scrub- 
bing. This new paint is sold in a 
range of 100 custom mixed colors, 
all at the same price as white. It 
comes in a newly-designed green, 
gold and white label can. Sezdlitz 
Paint & Varnish Co., Dept. HA, 
18th & Garfield, Kansas City, Mo. 


Item 12 
Vertical glassware display 


You can set up a vertical glass- 
ware department with Libbey’s re- 
volving tree-type display unit. It 
is almost 6-ft tall and occupies 3 
sq ft of floor space. A combination 
of 18 different Libbey Hostess, 
Partytime and Caddy sets can be 
shown from the unit. The unit has 
steel wire box hangers and the re- 


volving center post has ball bear- 
ings. Libbey Glass Div., Owens- 
Illinois Glass Co., Dept. HA, 
Toledo, Ohio. 


Item 13 
Fryer-cooker Dutch oven 


Here’s a fryer-cooker Dutch oven 
with a 12-page recipe book, deep- 
fry basket and electric probe. 
Thermo-O-Ware’s unit is immersi- 
ble when the probe is detached. 
Cooking temperatures are automat- 
ically maintained. The deep-fry bas- 


oe 


ket has detachable handles. Model 
No. 808 is promotionally priced. 
Thermo-O-Ware Electric Corp., 
Dept. HA, 869 Rockaway Parkway, 
Brooklyn 36, N. Y. 


Item 14 
Metal stand for 16 hex keys 


A new type of compact, metal 
workbench stand holds 16 Allen hex 
keys to fit most Allen hex-socket 
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screws except the very large diam- 
eters. No. 665 Allen Key Island 
holds keys from size .028 in. 


through % in. (hex width across 
flats) upright in the stand and 
identifies them by chart on the 
front. Included are new 7/64 in. 
and 9/64 in. sizes for No. 6 and 8 
’60 series cap screws. Spaces are 
provided for three large keys not 
furnished with the set. Allen Mfg. 


Co., Dept. HA, Hartford, Conn. 


Item 15 
$2.25 pistol cleaning kit 
Hoppe’s new pistol cleaning kit is 


available in a steel tote box. In- 
-cluded in the kit are: No. 9 solvent, 


cleaning patches, gun wiper, lubri- 
cating oil, 2-pe aluminum cleaning 
rod with plastic handle and .22, .38 
and .45 cal cleaning tips. A Hoppe 
Gun Cleaning Guide is packed with 
each kit. The kit retails for $2.25. 
Frank A. Hoppe, Inc., Dept. HA, 
2314 N. Eighth St., Philadelphia, 
Pa. 


Item 16 
Saw attachment for drill 


Arco-Saw, a low-priced 5-in. saw 
attachment with depth - bevel - rip 
gauges features a floating safety 
bracket that connects the saw to 
any 14 in. drill. The bracket adjusts 
automatically to any shape drill 
when clamp is tightened. Other fea- 
tures are the 5-in. all-purpose com- 
bination blade to whiz through 
2 x 4’s in one cut. It has a one-year 


factory guarantee and retails for 
$10.95. Arrow Metal Products Co., 
Dept. HA, 421 W. 203 St. New 
York 34. 


Item 17 
22 hp power tiller unit 


The Lawn-Boy Gardener, a 2% 
hp power tiller, provides special 
features for small space cultiva- 
tion, foundation planting and 
flower-bed use. The tines of this 
unit are spring steel, nonwinding 
and expandable from 10 to 17 in. 
Tillage depth is adjustable to five 


inches. Other features are an off-on 
switch, fingertip clutch control on 
the adjustable handles and full 
geared transmission. Retails for 
about $119.95. OMC Engines and 
Equipment Div., Outboard Marine 
Corp., Dept. HA, Waukegan, IU. 


ltem 18 
Round Christmas tree bulbs 


“Gayety” Christmas bulbs 
Westinghouse are round and 


semble polished tree ornaments. 
They have a C7% size base for use 
indoors and out. These bulbs are 
available in red, blue, amber, green 
and fuchsia. A sparkling effect is 
achieved when the bulbs are lighted. 
A new picture-window package con- 
tains these sphere-shaped bulbs re- 
tailing for 27¢ each. Lamp Div., 
Westinghouse Electric Corp., Dept. 
HA, Bloomfield, N. J. 


Item 19 
Steel hinge for cabinets 


This patented cabinet door hinge, 
for %@ in. lipped doors, blends with 


all hardware decor. Medalist’s steel 
hinge comes in bright chrome or old 
copper finish. It is styled to expose 
only a small portion of the hinge 
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tip, flush with the front of the cabi- 
net door. Catalog number is C344. 
Medalist Hardware Div., National 
Lock Co., Dept. HA, 1902 7th St., 
Rockford, Ill. 


Item 20 
Brass barrel swivel display 


Ideal’s No. 800 brass barrel 
swivel display features color tinted, 


slide-top plastic boxes. The plastic 
boxes can be opened easily with one 
hand and they lock securely when 
closed. Sizes available include 5, 7, 
10 and 12. Similar displays include 
No. 900 brass snap swivels and No. 
300 brass swivels. Refills available 
come in one dozen colored slide-top 
boxes of any one size and pattern. 
Ideal Fishing Float Co. Dept. HA, 
2001 E. Franklin St., Richmond, 
Va. 


Item 21 
Weather strip threshold 


GWS#1001 weather strip thresh- 
old easily adjusts to fill an 4 toa 
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14-in. gap under the door. An inside 
extrusion can be moved to adjust 
the height of the vinyl bubble. 
Three positions are shown. The 
Gossen weather strip is insulated 
with a hard felt strip and is made 
of a heavy gauge aluminum and 
vinyl. This is a combination high 
and low rug threshold with a possi- 
ble overall height of 1 3/16-in. 
Gossen Weather Strip Corp., Dept. 
HA, 2030 W. Bender Rd., Milwau- 
kee 9, Wis. 


Item 22 
Poster for primer-sealer 


Here’s a free poster for Enam- 
elac, a fast-drying primer, sealer 


as, 
i a a 


ENAMELA - 


3-weoy wonder 


and stain killer. This new 14 x 26- 
in. selling aid features large illus- 
trations demonstrating Enamelac’s 
uses. A listing explains other appli- 
cations for interiors and exteriors. 
The display is mounted on a card- 
board backing and has a center hole. 
Haeuser, Dept. HA, 58 Warren St., 
Brooklyn, N. Y. 


Item 23 
AM-FM table radio model 


Arvin’s new seven-tube, one-diode 
table model radio provides dual- 
speaker AM reception and drift- 
proof FM reception with automatic 
frequency control. The radio has 
matched 7-in. and 4-in. console-type 
speakers, separate bass-treble con- 
trol, phonograph and multiplex 


jacks, Ferrite rod AM antenna and 
an outside FM antenna terminal. 
Model 30R58, shown, comes in taupe 
and its companion model is slate 
gray. Four other table model radios 
and a push button clock radio are 
are available in Arvin’s spring line. 
Arvin Industries, Dept. HA, Colum- 
bus, Ind. 


Item 24 
Family-size bungalow tent 


Here’s a family bungalow tent 
that can be used as a permanent 
summer home for five people. This 
green drill tent is 10 x 12 ft plus a 
6-ft awning that can be closed-in 
with nylon netting. It has doors on 
both ends with zipper screens and 
there are four screened windows 
with inside storm flaps. It comes 


with aluminum poles, metal stakes 
and guy ropes. Fulton Cotton Mills, 
Dept. HA, Box 1726, Atlanta 1, Ga. 


Item 25 
Automatic emergency light 


This battery-operated, automatic 
emergency light goes on when elec- 
tric power fails. Power for this 
Burgess light comes from two 6-volt 
batteries sealed in a steel leakproof 
case. This unit gives more than 15 





“CONTRACTOR’S BUY 
pr THE YEAR” from 


FREE $9-’° BONUS | FREE $1285 BONUS 





FREE CARRYING CASES AND BLADES...COMPLETE KITS 
SELL FOR PRICE OF SAW ALONE OFFER ENDS AUGUST 31 


Disston’s “‘Contractor’s Buy of the year’”’ is a buy . . . and your customers know it. They get these complete 
power saw kits for the price of the saws alone. FULL MARK-UP PLUS: Carrying cases and blades that 
make up the free $12.85 and $9.75 bonus offers come to you FREE! Disston foots the bill. 

These are the highest quality tools in their price range, straight from the nationally advertised, No. 1, 


Disston Professional power tool line. 


Order now, and build “‘name”’ power tool volume with big-ticket prices. 


DISSTON D-23 DAUNTLESS SABRE SAW 

Retail value $108.25 

Suggested retail $98.50 e Saves $9.75 

Includes free carrying case, 10’ power cord, 4 assorted wood 
and metal cutting blades. 

Dealer price $65.67 


e Cuts straight lines, circles, scrolls, bevels and miters 

e Exclusive “ORBITE” action cuts 15 to 50% faster than 
any other sabre saw of its type 

¢ Powerful 3 amp motor cuts at 3800 strokes per minute 

e Exclusive ‘“‘lock-in”’ cord detaches at handle 

e All ball and needle bearing construction 

e Cuts 2” lumber at 45° 

¢ Blades for cutting wood; plastics; rubber, asphalt or lino- 
leum tile; laminated paper; Plexiglass; steel plate to \4”’; 


aluminum plate to %”"'; iron; copper; bronze and brass 
available 


DISSTON D-725 (7%”) CIRCULAR SAW 

Retail value $97.80 

Suggested Retail $84.95 e Saves $12.85 

Includes free carrying case, free extra $3.10 combination 
blade, rip fence, power cord and wrench. 

Dealer price $56.64 

e More power and capacity than any other 7%" and most 
8%" saws. 2 H.P., with 6700 RPM free speed. 13 amps. 
motor. Deepest cutting 74" saw. Vertical cut 2-9/16’’— 
2-5/32”’ at 45° 

© Fool proof clutch, adjusts against burnout 

e Telescoping guard on nylon bearings 

e Lever action for fast bevel and depth set 

© Helical gears for smooth power at highest speeds 

e 3-wire plug, detaches at handle 

¢ Strong die cast aluminum body 

® Ball and roller bearings throughout 


DISSTON DIVISION PORTER H. K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, electrical wire and cable, wiring 
systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe fittings, roll formings and stampings, wire rope and strand. 


Want more facts? Circle 127, p. 73 


HARDWARE AGE, june 16, 1960 © 6] 





Ten for the Money 


Dealer-Tested Profit-Makers — 
Spring, Summer, Fall, Winter 


W Check your stock of Anchor Brand items now. 





























|_| No. 59302 Hook 
and Eye Display Box 
COUNTER DISPLAY SELLS all- 


purpose, tamper-proof item, 
carded. 





|_| No. 0110 Door 
Button 


FASTENER IS galvanized gray 
iron, in 12”, 134”, 2” sizes. 


|_| No. 5310 Titeline 
Clothesline Holder 


BOX TELLS ALL: colorful box 
holds 24 pieces with screws. 





























| | No. 0178 Pulley 
POPULAR DOUBLE PULLEY for 


awning or tackle, swivel eye, 
iron, Yo”, %", gl 1”, _. 





e No. 1 Fish Scaler 


KNUCKLE-SAFE handle is angled 
away from sharp steel teeth. 


| | No. 440 Davis 
Oarlock 


DROP-FORGED STEEL Horn con 
be turned down out of the way 
when not in use. 





























| | No. 162 Double 
End Snap 

MEDIUM WEIGHT in cast malle- 

able iron is 34%” over-all, has 

V4” ring. Available in lightweight 

No. 161; heavyweight No. 163. 














| | No. 0550 Curry 
Comb 

TWO-WAYS HELPFUL steel curry 

comb has eight bars, mane comb 


with 34” teeth, red enameled 
wood handle, 





| | No. 231 Open End 
Snap 


| | No. 7 Snap Assort- 
ment Display Box 


MULTI-PURPOSE: cast iron, 3/2” RIGHT IN VIEW, brass, bronze, 
long, %” open eye, ring size. non-rusting snaps. 5 styles or 
Also available in other sizes. sizes. 


If your check shows this Anchor Brand stock is “up 
to snuff,” you’ve got “Ten for the Money.” North 
& Judd’s Anchor Brand convenience hardware is 
packaged to appeal, priced to sell. It’s a year- 
around profit-maker. If your check shows your 
stock is getting low, let your North & Judd jobber 
help you fill in. Keep sales steady as they go. 


SN 
NORTH|JUDD 


Manufacturing Company 


New Britain 





Connecticut 


New York © Boston « Philadelphia « Atlanta * Jackson(Miss.) © Buffalo ¢ Detroit ©¢ Chicago 


Minneapolis ¢ St.Louis °¢ 


Dallas * 


Los Angeles « Sanfrancisco ¢« Seattle © Montreal 


Want more facts? Circle 128, p. 73 
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hours of continuous light and has 
a shelf life of one year. Retail price 
of the lantern with battery and 
mounting bracket is $20.25 and 
replacement batteries are $2.75. 
Burgess Battery Co., Div. Servel, 
Inc., Dept. HA, Freeport, Ill. 


Item 26 

Improved sink strainer 
Sanitary-Dash’s new duo-strainer 

has an improved draining pattern. 

Model No. SS 250 is shown. The 

lower section or body is made of 

copper nickel chrome plated on 


brass. The top section called the 
basket or crumb cup is made of 
stainless steel. Sanitary-Dash Mfg. 
Co., Dept. HA, North Grosvenor- 
dale, Conn. 


Item 27 
Spring pin removal punch 


These new Pilot Punches have 
been added to the Mayhew Steel 
line. They speed up pin removal 
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and eliminate damage to pin or wall 
of holes. Pin may be driven through 
hole without sticking punch. Twelve 
sizes match standard pin diameters 
and maximum lengths. Pilot 
Punches can be used wherever 


spring or roll pin removal is neces- 
sary. Mayhew Steel Products, Inc., 
Dept. HA, Shelburne Falls, Mass. 


Item 28 
Portable barbecue grill 


This new hooded barbecue grill 
comes with a carrying handle and 
has space inside for charcoal and 
other barbecue needs. It can be 
used with a battery-powered 
tisserie unit. The 12 x 17 in. cook- 
ing grid is removable as is the 
charcoal tray. This tray can be 
adjusted to three heat positions. 
The grill is made of steel and has 


ro- 


a baked enamel finish. The Kol 
Camper Grill Model C-50 retails 
for about $8.50. Spit and battery- 
powered rotisserie unit retails for 
about $9.95 without batteries. Kol, 
Inc., Dept. HA, St. Paul, Minn. 


Item 29 
Flexible pipe and fittings 


Threading, cementing or clamps 
are not necessary for installing 
Rain Jet’s flexible pipe and quick- 
attach fittings. This polyethylene 
pipe comes in a % in. size and is 
packaged in 200 ft coils. The poly- 
propylene fittings come in three 
types: an adaptor assembly to con- 
nect flexible pipe to standard %4 
or 1 in. galvanized pipe; a tee as- 
sembly for % or %4 in. riser nip- 
ples; an elbow assembly for % in. 
or % in. riser nipples. Rain Jet 
Corp., Dept. HA, 301 S. Flower 
St., Burbank, Calif. 


Item 30 

Steel rotisserie broiler 
GE’s rotisserie broiler, 

Model R21, is made of chrome- 

plated steel. Features are push- 

button controls, an automatic three- 

hour electric timer and a timed 


new 


outlet for other appliances. It 
comes with spit rod, two skewers, 
broiler pan and rack, broiler pan 
shelf supports and a_ removable 
reflector. The rotisserie accommo- 
dates a 14-lb turkey or a 10-lb 
roast. Retail price is $54.95. 
Housewares Div., General Electric 
Co., Dept. HA, 1285 Boston Ave., 
Bridgeport, Conn. 


Item 31 
Speedy hot dog cooker unit 


One to six hot dogs can be 
cooked in 90 seconds with this new 
hot dog cooker. Dominion’s unit 
automatically cooks the hot dogs 
from the inside out and seals in 
the juices. Cooking starts when 
the lid is closed and stops when 
it is opened. The case has a de- 





MAKES THE 


~ SPECIALTY” 
NAILS 


YOUR CUSTOMERS NEED 


/ One ng ORDER CAN CAN 
/ One Salesman 
J One Order Blank ron Lowen 


Here’s a sampling 


MAZE STORMGUARD 


(Strong Steel Nails Double-Dipped in Molten Zinc) 


) ROOFING 
STK. NO! RIO4A (ALSO SCREW AND PLAIN SHANK) 


WOOD SIDING 


STK. NO. $206A (ALSO PLAIN SHANK) 
INSULATING SIDING 
(11 STOCK COLORS) 
STK. NO. $245 (ALSO PLAIN SHANK) 


HARDBOARD 


STK. NO. $255S (ALSO PLAIN SHANK) 


——-METAL ROOFING—— 
COMPRESSED LEAD HEAD 


STK. NO. P223 .. . BARBED SHANK—B8RIGHT 
(ALSO RING SHANK) 


UMBRELLA HEADS 
(|-PIECE STEEL . .. HEAVY SHANK) 


STK. NO. RI34A (ALSO SCREW SHANK) 


INTERIO 
UNDERLAYMENT 
)-RIESEEESSCESERCEEEEESECE > 


STK. NO. FI42 
FLOORING 


STK. NO. HAND OR iD NAILS) DRIVING 


TALEO CASING HEAD NA 
"STK. NO. DEI 

POLE-TYPE NAILS 
STK. NO. 526-4 


_MASONRY _ 


STK. NO. H59S (ALSO PLAIN. SHANK) 


ASK YOUR JOBBER... 
or —- bad Cotalts 


W.H. MAZE COMPANY 


PERU 5, ILLINOIS 
Want more facts? Circle 129, p. 73 
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for 
over 
75 years 


..«MeGILL 


Mod RAT TRAPS 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


McGIL 


MARENGO 


METAL PRODUCTS 
COMPANY 
ILLINOIS 
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tachable base which is immersible. 
Model 2105 with an attached cord 
retails for $7.95. Dominion Elec- 
tric Corp., Dept. HA, Mansfield, 
Ohio. 


Item 32 
Porcelain refinisher kits 


Two porcelain refinishers are 
now available in kit form. Poly- 
Pox’s Pox-Amide kit includes re- 
ducer, filler, White Liquid Porce- 


lain resurfacer and a Spray Pak 
jar plus instructions for $12.95. 
Colors are available for a $1 extra. 
Poly-Pox, Ltd., Dept. HA, 10 E. 
39th St., New York 16, N. Y. 


Item 33 
Model train display unit 


Here’s a basic unit for a model 
train department. American Fly- 
er’s “wayside station” is 40 x 138% 
x 41 in. and features two levels 
and tunnel entrances at each end 
of the base. This display, one of 


several available, can be used to 
display accessories that can be 
wired for operation. The base has 
enough room to install a trans- 
former while it is also used as a 
tunnel for trains when placed on a 


4 x 8 ft table. It is priced at $5 
without accessories. A. C. Gilbert 
Co., Dept. HA, New Haven, Conn. 


Item 34 
Liquid stops paint skinning 

You can increase tie-in sales in 
your paint department by suggest- 
ing Skinfoil with purchases. Skin- 
foil prevents skin from forming 
on the surface of partly used cans 
of paint. This anti-oxidant pre- 
vents the formation of skin on 
paint, varnish, putty, caulking 
compounds and other products. A 
few drops floated on top of the 
paint before sealing the can pro- 
tects the material from oxidation. 
A l1-oz bottle retailing for 59¢ 
treats 20 or more cans of paint. 
Chair-Loc Co., Dept. HA, Lake- 
hurst, N. J. 


Item 35 
Venetian blind repair kit 


Ru-son’s Venetian Blind Tape ’N 
Cord kit #1264 is designed for 
standard two-tape, 2 in. venetian 
blinds up to 64 in. long. This do- 
it-yourself kit contains 11 ft of 
cotton solid woven ladder tape, 27 
ft size 414% glazed venetian blind 
cotton cord, two matching tassels 





and one equalizer. It comes in a 
windowed box and has instructions 
on the back. Deal #757 includes a 
handy wrought iron revolving rack 
with eight self-dispensing chutes 
free with an initial order of #1264. 
Ru-son Products, Dept. HA, 278 
Johnston Ave., Jersey City 4, N. J. 


Item 36 
Free wood finish display 


You can obtain a free display 
featuring four wood panels finishec 
with Wood Lore, a new semi-lustre 
clear wood finish. The woods used 
are mahogany, cherry and pine 
(stained and unstained). This dis- 
play is 11 x 14 in. and stands or 


hangs up and contains a literature 
pocket. Pierce & Stevens Chemical 
Corp., Dept. HA, 710 Ohio St., 
Buffalo 3, N. Y. 


Item 37 
Five power tools in display 


This display stand features five 
basic Pet power tools. Model ADS- 
43 display stand holds a %-in. 
drill, %-in. drill, jig saw, oscillat- 
ing sander and 6%-in. power saw. 
The counter unit has metal sup- 
ports, a marproof base and comes 








Why do so many building supply and hardware dealers tag Griffin as 
““A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect: 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 


Company, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 131, p. 73 
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EVERYONE'S A CUSTOMER 
FOR A DEARBORN 








“Anybody Home?” 


As a matter of fact, everyone's at 
home (and ready to buy) when 
you're selling Dearborn, the world’s 
finest area heating products. So 
don’t be spooked by others’ claims. 
Dearborn has the beauty, the engi- 
neering and the lasting quality that 
means solid profit year after year. 
Now is the time to see your Dear- 
born salesman...for a great °60 
heater season! 


COOL SAFETY CABINET 


The most amaz- 
ing feature of 
America’s fore- 
most heating line. 
The top, sides 
and back of every 
Dearborn is cool 
to the touch. Put 
the heot in the 
living orea... 
where it's wanted! 


The Dearborn Crest is the world’s finest 
unvented gas area heater, a standard of 
quality for the heating industry. 


Get details of Dearborn’s clean-cut selling 
policy from any of these regional sales 
offices: Atlanta, Chicago, Dallas, Los 


Angeles, San Francisco. OE 


1960 Dearborn Store Co., Dallas 
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with the tools, streamers, folders 
and fact tags. Portable Electric 
Tools, Inc., Dept. HA, 320 W. 83rd 
St., Chicago 20, Ill. 


Item 38 
Weatherstripped door stop 


Extruded aluminum and viny!] 
plastic are combined in Weather- 
lock’s weatherstripped door stop to 
provide a_ positive seal against 
draft and dust. Corners are pre- 


Sng" RO Sal, a OR 


coped and surplus can be cut off 
with a hacksaw. Comes in pack- 
aged standard sized sets. Alumi- 
num screws with installation in- 
structions are with every set. Su- 
perior Engineering Co., Dept. HA, 
Box 186, Lake Katrine, Ulster 
County, N. Y. 


Item 39 
Paste form charcoal-lighter 


An aerosol-packaged charcoal- 
lighter in a paste form eliminates 
flashback hazards. Chase’s Red 


Fire Paste Charcoal-Lighter ig- 
nites wood, briquettes, trash, 
leaves or rubbish in incinerators. 
This odorless, clean-burning prod- 
uct comes in a 16-0z can and re- 
tails for 79¢. It has a directional 
spout that prevents waste and it 


ean be stored without evaporation. 
Chase Products Co., Dept. HA, Box 
42, Maywood, Ill. 


Item 40 
Power edger-trimmer unit 


This Pow-R-Edger edges up to 
90 ft per minute and is powered 
by a 2-hp, 4-cycle engine. Jacob- 
sen’s lawn edger and trimmer for 
the average home owner, is a com- 
bination edger and trimmer for 
outlining flower beds, walks, bor- 
ders and trimming around trees, 
fences or obstructions. Features 
are a recoil starter, four angle po- 


sitions, 10 in. steel blade and ad- 
justable depth and height controls. 
Jacobsen Mfg. Co., Dept. HA, 747 
Washington Ave., Racine, Wis. 





Item 41 


Seven wide range clamps 


Seven wide range clamp sizes 
have been added to the Snaplock 


hose clamp line. The 12 sizes in 
the line now cover diameters of '% 
in. to 12% in. Every new size is 
adjustable to fit any diameter up 
to the maximum. These clamps are 
fortified by 18-8 stainless steel in 
the band and housing. /deal Corp.., 
Dept. HA, Brooklyn 7, N. Y. 


Item 42 
Double claw wrecking bar 


Here’s a double claw wrecking 
bar that comes in 18, 24 and 30 in. 
sizes. It permits nail pulling in 
hard to reach corners and near 


baseboards because the ends are 
bent at angles that aid close-in 
work, Prying and nail-pulling can 
be handled with either end of the 
bar. Klein-Logan Co., Dept. HA, 
122 S. 13th St., Pittsburgh 3, Pa. 


Item 43 

Lighted electric alarm clock 
Moon Glow, an electric alarm 

clock, features a dial lighted with 

Sessions’ new Panelescent light. 

This light aids easy reading of the 


Fast Movin 


LEVELS S 


EXTRUDED MAGNESIUM 





retails $8.95 


Just what the level market needed—a highly 

accurate level at a down-to-earth price. Tough, 

extruded magnesium construction with con- 

ens Se cree omy pene, 15, 18”, 
” and 28” available too. 


ASK ABOUT 
@ MAGNELITE LEVELS—The last word in sales appeal and 
accuracy. 13 sizes—18-96 inches. 


@ MAGNELITE PROTRACTOR LEVELS—The level with 
exclusive calibrated protractor feature. 13 sizes—18-96 inches. 


J.H. SCHARF Manufacturing Company 
6720 Binney Street | Omaha, Nebraska 
Want more facts? Circle 133, P- ‘7 




















Chain Door Guard card is master sales- 
man. Besides permitting customers to see 
and “feel” the product, it lists sales fea- 
tures and complete installation instructions. 





new STANDARD” 
Chain Door Guard 
sells on sight 


This carded Chain Door Guard, newest product in the “Standard” 
line of over 90 items, is compact, attractively modern . . . sells on sight! 

An outstanding sales feature is provided by the special positioning of 
screw holes. This permits installation at the door edge without danger of 
splitting the wood or marring the finish. 

Available in brass, nickel and chrome finishes. Substantial welded 
chain. Screw holes of base and keeper fit flush for strongest possible 
attachment. 


A-1176A 


Shelby Metal Products Company 


Shelby, Ohio 
Originotors of carded hardware complete with screws 
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dial at night from across the room. 
It can be used to double as a night 
light. Moon Glow is 3% in. x 2%4 
in. x 3% in. and is handy as a 
travel clock. It comes with white, 
pink or blue cases with a charcoal 
gray dial and retails for $6.95. 
Sessions Clock Co., Dept. HA, For- 
estvule, Cenn. 


Item 44 
Portable paint dispenser 


You can now offer your custom- 
ers blended exterior and interior 
paint hues without maintaining a 
large tube inventory. Sapolin’s 
Fashion Color Bar consists of 10 
colorant dispenser units, each a 
standard 16-o0z plastic bottle of 
Sapolin Color Toner. Each has its 
own built-in pump and spigot. A 
manual action dispenses colorants 
into base paints to obtain custom 
colors. You van obtain this port- 
able unit at a cooperative cost of 


$7.50 plus the cost of bottled color- 
ants. Sapolin Paints Inc., Dept. 
HA, 205 E. 42nd St., New York 17, 
N. Y. 
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Item 45 
Sash balance, weatherstrip 


Sager’s one-piece sash balance 
and weatherstrip for wood double 
hung windows are made of alumi- 
num and packed in all sizes. It is 
assembled for quick and easy in- 
stallation, and it is striated for 





added strength. Retails for $3. 
Sager Weatherstrip & Calking 
Corp., Dept. HA, 2050 W. 59th St., 
Chicago 36, Ill. 


Item 46 
Vertical chai yal grill 


Here’s a new vertical charcoal 
grill called the Kabob ’n Grill. The 


West Bend unit has a vertical fire 
basket, surrounded by eight skew- 
ers, that are automatically rotated 
by an electric motor in the base. 
Fire basket and base are black 
enameled steel, the drip shield is 
chrome-plated and the skewers 
have ranch brands on the handles. 
It retails for $29.95. West Bend 
Aluminum Co., Dept. HA, West 
Bend, Wis. 


Item 47 
Storage rack for paper bags 


Sack Rack is a handy Slip Seal 
household helper that aids storage 





of sacks and bags of «ll sizes. It 
easily accommodates from 40 to 60 
sacks that slip in and out easily. 
Sack Rack, made of welded wire 
with a nonrusting finish, can be 
mounted quickly flat on doors or 
walls with two screws. It is 6% in. 
wide and 13 in. high. The retail 
price is 89¢. Slip Seal Co., Dept. 
HA, 1825 Redondo Ave., Long 
Beach 4, Calif. 


Item 48 
Household cleaning compound 


Good’s cleaner concentrate, 
known as DCD-35, disinfects, cleans 
and deodorizes in one operation. It 
can be diluted one part to 30 parts 
of water. Its cleaning action is due 
to blended soaps. James Good Co., 
Dept. HA, Susquehanna Ave. & 
Martha St., Philadelphia 25, Pa. 


Item 49 
Brass bathroom accessories 


Natural brass, satin chrome and 
polished chrome finishes are avail- 
able in the new Oxford line of 





Sells more of everything you handle 
DELTA IS THE BIG PROFIT LINE 





Paint, cabinet hardware, lumber, abrasives— 
there’s hardly an item you can name that isn’t 
used when Delta tools are busy. A single sale of 
any Delta Power Tool creates this additional 
business for you; they actually help you build 
your volume. You’ll cash in on the Delta sales 
you make today and profit again from the valu- 
able store traffic they provide for tomorrow. 

Delta Homecraft tools offer you more continu- 
ing profit opportunities. You can make more 
profit on power tool sales because Delta gives 
you more individual, combination, and all-pur- 
pose tools to fill your customers’ needs. In 
addition, you profit from repeat sales of Delta 
accessories—the largest and most complete line 
made. This is a plus value that can often double 
your profit on the original tool sale. 


Delta tools are easy to sell because your cus- 
tomers know they are backed by the best known 
name in power tools. 


Get your FREE Delta Profit Guide 
Learn more about the many ways Delta helps you 
profit with Delta Homecraft Power Tools. Write: 
Rockwell Manufacturing Company, Delta Power Tool 
Division, 680F N. Lexington Avenue, Pittsburgh 8, Pa. 
In Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Guelph, Ontario 


DELTA POWER TOOLS 


another fine product by Gs 


ROCKWELL 
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SEV today the 


nation's most interestine 


, 4 | ‘ 
erereal: Your 


. webs . 
IDINneT f 
# 


Sileh-) Gm el aebile-teli- 


lardware line! 


STARS | 


aia 


Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 

lished Brass, Polished Copper, 
Nickel or Prime Coat. 


SWEPT-WING 
HINGE 
519 
lush Type 
516 
emi-Concealed 


Type in %", '2", 
s}f ¥," 2 
#518 

Offset Type in %" 


DRAWER SLIDES 


#652 
All-steel 
sturdy drawer 
slide, mounted 
under drawer 
in center with 
only four nails 


(not avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 


#416 

For overlaid 
doors up to 34" 
thick 





ALWAY MAGNET 
CATCH 


#232 

Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 
only) 


Ask for complete 
catalog & i 
list TODAY. 
tractive finished 
Birch Plaque 
11'/o"*xi5'¥/."" /,"" 

to display 
mounted sam- 
ples available 
upon request 


: Tat eo 
STAR ME ee, 7, Me Ms 


x90 Butler Stree 
~ 


Sold through wholesalers only 
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Want more details? Just circle item number on p. 73 


forged brass accessories. Included 
are towel bars and stirrups, soap 
dishes, paper holders, tumbler 
holders, robe hooks and shower 
grab - bars. Bathroom Products 
Div., F. H. Lawson Co., Dept. HA, 
Cincinnati, Ohio. 


Item 50 
10-bottle tempera set 


You can generate tie-in sales 
with art supplies, children’s games 
and coloring books by featuring 
Carter’s new 10-bottle set of tem- 
pera colors. This set includes a 


— SR 
; 
; 
| 
i 
} 


: 





i 
i 
‘ 


| 
i 


large mixing tray, a paint brush 
and a coloring guide. It is a $2.25 
retail value and the set is pre- 
priced to retail for $1.98. Carter’s 
Ink Co., Dept. HA, Cambridge, 
Mass. 


Item 5] 
Heavy duty band saw blades 


This Duraband band saw blade 
made of abrasion and heat resistant 





alloy steel has been added to the 
Clemson Star metal cutting tool 
line. These heavy duty blades are 
designed for the high-pressure 
speed and feed of standard sawing 
equipment. Duraband can be used 
on standard and heavy duty band 
saws. Other features are precision 
milling and raker set of the blade’s 
teeth. Blades are cut to length spec- 
ified by the purchaser. They come 
in widths of % in. by .032 in. and 
1 in. by .035 in. Clemson Bros., Inc., 
Dept. HA, Middletown, N. Y. 


Item 52 
Double note door chimes 


Two new models of Snapit deco- 
rator-styled Melody Chimes are 
now available. A two door-double 
note chime retails for $4 and the 
single door-double note chime sells 
for $3.75. These new chimes can be 
vertically wall-mounted. They have 
high fidelity resonant tone cham- 


bers. Wall-blending colors available 
are ivory, sandstone or white. Cable 
Electric Products, Inc., Dept. HA, 
234 Daboll St., Providence 7, R. I. 


Item 53 
Safety device for ladders 


Increased safety for do-it-your- 
selfers is offered with Clayton 
Mark’s new Sky Hook safety de- 
vice that securely braces a ladder 
against a roof or house. It is made 
of rustproof heavy duty steel tub- 





ing that is curved at one end and 
bolted to a 3-foot bearing board. 
The bearing board, adjustable to 
any roof slope, provides a large 
nonskid surface against the roof 
or side wall. The straight lengths 
of tubing are attached to the lad- 
der with U-brackets providing a 
hook extension that serves as 
safety rails and a bracing device. 
Clayton Mark & Co., Dept. HA, 
1900 Dempster St., Evanston, Il. 


Item 54 
28-in. folding metal leg 


Wilkenson’s new folding metal 
leg is useful for card tables, ping 
pong tables and breakfast bars. 
Two curved braces snap into the 
cross-bar for set-up and snap out 
just as easily for knock-down. Has 
a self-leveling glide tip with 1-in. 
height adjustment. Overall height 
of leg is 28 in. The sleeve of the 
leg is polished brass and the leg is 
satin brass finish. Four folding 


legs come in a kit with screws and 
the kit retails for $18.95. Wilken- 
son Mfg. Co., Dept. HA, 2918 W. 
Lake St., Chicago 12, Ill. 


ee 


Turn to page 72 for a listing of 
new aids to help you sell better 








Why more customers 


mete lel amie) an eals 


MEZURALL 


Five feet out — yet the blade hasn’t buckled. This is the kind 
of quality feature that makes customers reach for Lufkin’s 
Mezurall tape rule. 


Here are added features—al| backed by powerful national 
advertising and promotions: easy-to-read black markings; 
heavy-duty, self-adjusting end hook; rugged metal case... 
quality where it counts with craftsmen. So stock 

up — you'll need it with the Mezurall. It’s 

the tape rule more customers reach for. 


Theyl! be 
looking for it 
on your — 
TURNOVER 


TARGET 
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NEW.AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 73 for your copy 


ITEM 87 #4£=\VISE USE AND CARE 
CHARTS — Suggestions to increase 
the efficiency and service life of a 
vise are a feature of these charts 
from Columbian. These charts, use- 
ful for workshop students, come in 
814 x 11 in. and 16 x 22 in. sizes. 
Bench vise data is on one side and 
woodworkers’ vise suggestions are 
on the other side. Details on every- 
thing from installation to mainte- 
nance hints are included. Columbian 
Vise &€ Mfg. Co., Dept. HA, 9023 
Bessemer Ave., Cleveland 4, Ohio. 


ITEM 88 GARDEN LIGHTING BULLE- 
TIN — Several new Floralites are 
featured in garden lighting bulletin 
No. 135-60 from Steber. Details on 
the new 3-conductor cord, now in- 
cluded with all Steber Floralites 
and Florafloods, are given. “he bul- 
letin contains information on cast 
aluminum components for under- 
ground wiring systems for garden, 
landscape, and play area lighting. 
Steber Mfg. Co., Dept. HA, 2400 W. 
Roosevelt Rd., Broadview, IIl. 


ITEM 89 PLASTIC BOX BULLETIN— 
Trans - Box transparent plastic 
boxes are described in this new 
bulletin from Vichek. The new PD-1 
assortment is featured. PD-1 in- 
cludes a display rack of 15 boxes 
of fast selling sizes and styles plus 
a 25 box back-up stock. The assort- 
ment ranges in sizes from 45 x3 x 
14% in. to 11 x 634 x 134 in. Vichek 
Tool Co., Dept. HA, Cleveland, Ohio. 


ITEM 90 LAWN SPRINKLER CATA- 
LOG—This 24-pager gives complete 
operating data, specifications and 
suggestions for use of 16 Rain Jet 
underground sprinkler heads. The 
book, “Keeping American Lawns 
Beautiful,” is in two colors and de- 
scribes the patterns produced by 
the heads. Coverage, discharge and 
pressure tables are included. Num- 
ber of valves operative per valve at 
full performance for various pipe 
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sizes is listed. Accessories are de- 
scribed. Rain Jet Corp.,. Dept. HA, 
301 S. Flower St., Burbank, Calif. 


ITEM 91 FREE GAME FISH GUIDES— 
This free game fish guide tells when 
and where fish are biting for any 
month in the year. The pocket-sized 
guides are available in twoveditions, 
one for Atlantic and Gulf Coasts 
and one for the Pacific Coast. The 
guide has illustrations of several 
Penn reels. Penn Fishing Tackle 
Mfg. Co., Dept. HA, Philadelphia 
$2, Pa. 


ITEM 92 FASTENER DATA BROCHURE 
—This colorful folder features pho- 
tographs, drawings and gives di- 
mensions of Stanscrew hex and hex 
screws, carriage bolts and lag 
screws. The brochure refers to ma- 
chine bolts as “hex and hex” screws 
to conform with new fastener in- 
dustry terminology. Standard 
Screw Co., Dept. HA, Bellwood, Ill. 


ITEM 93 RECESSED LIGHTING CATA- 
LoG—Moe Light’s 1960 color cata- 
log on recessed lighting fixtures 
covers a new line of residential and 
commercial units. The 36-page cata- 
log highlights a new frame within 
a frame design for vertical and 
horizontal square housings which 
eliminates light leaks. Installation 
tables, light curves, coefficient ta- 
bles, and detailed drawings are also 
included. Moe Light Div., Thomas 
Industries, Inc., Dept. HA, Louis- 
ville, Ky. 


ITEM 94 DRAPERY HARDWARE CATA- 
LOG — Complete descriptions are 
given in this 4-color drapery hard- 
ware catalog No. 108 from Stanley- 
Judd. An index on the inside cover 
lists the complete line of new and 
improved traverse rods, track, 
round wares. This is a working 
catalog to simplify ordering. It is 
illustrated, where necessary. Stan- 
ley-Judd, Div. Stanley Works, Dept. 
HA, Wallingford, Conn. 


ITEM 95 FIN:3HING MACHINE BUL- 
LETIN—This 4-pager describes Del- 
ta’s combination finishing machine 
for home, school, or commercial 
shops. The new machine has a 
standard 4-in. abrasive belt and a 
12-in. abrasive disc. It performs 90 
percent of shop finishing opera- 
tions. Action photographs, specifi- 
cations and catalog listings are in- 
cluded in this bulletin (AD-1224). 
Delta Power Tool Div., Rockwell 
Mfg. Co., Dept. HA, 469 N. Lexing- 
ton Ave., Pittsburgh 8, Pa. 


ITEM 96 FISHING LURE BOOKLET— 
How to fish with each of the 30 
“Bait of Champions” Arbogast 
lures is described in this 28-page 
booklet. The booklet, “Catch More 
Fish,” explains the design of each 
lure and its action. It tells how the 
lure is intended to work best. Each 
lure is recommended for specific 
types of fish. There are 31 photo- 
graphs of fishermen from all over 
the country with their catches. In- 
formation on a 16mm sound color 
motion picture, available to clubs 
and business organizations, is also 
given. Fred Arbogast Co., Ince., 
Dept. HA, 313 W. North St., Akron 
3, Ohio. 


ITEM 97 4FILE CATALOG SHEET— 
American pattern and curved tooth 
Lenox files in various shapes are 
described in this colorful catalog 
sheet. A chart gives the file identi- 
fication and sizes available in each 
style. Files come in sizes from 4 to 
18 in. Closeup photographs give de- 
tails of each style of file cut with 
identification. American Saw €& 
Mfg. Co., Dept. HA, Springfield, 
Mass. 


ITEM 98 #£RAILING INSTALLATION 
FOLDER — Versa’s Phos-Fused 
wrought iron railing sections, col- 
umns, lantern posts, lanterns and 
allied building products are de- 
scribed in this 6-page, 2-color folder 
(Form 1025). Versa Products Co., 
Dept. HA, Lodi, Ohio. 


ITEM 99 ALARM CLOCK FACT SHEET 
—This catalog sheet on Sessions’ 
Moon Glow electric alarm clock 
gives complete details. The new 
clock features a Panelescent lighted 
dial that operates night and day 
for less than one cent per year. 
Sessions Clock Co., Dept. HA, 65 
E. Main St., Forestville, Conn. 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all ad+er- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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Plastic Steel 


the original epoxy repair 

material with over 

1,000,000 uses for permanent 
home, farm, auto, boat repairs. 
Available in box or blister package. 
Recommended where great 
strength is required. 


DEVCON § QUID 


aluminum 


real aluminum in paste form — 
immediate repairs right from the 
tube. Seals, fills, caulks — 

will not rust. 


Why stock a multitude of different types and 
makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 
auto, farm and boat repair job. Here is your 
single source of supply for proven quality 
products. Devcon backs your sales efforts 
with extensive national advertising and 
publicity — LIFE, READER’S DIGEST, etc. — 


as well as a wide variety of free sales aids. 


Want more facts? Circle 138, p. 73 


Contact your wholesaler or write 

the factory direct for full details 

on the Devcon profit package .. . 
every item gives you a full 


40% profit! 


vevcon: DTI} 


tHe epoxy "SUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens fo a 

glossy white finish. 


DEVCON’ Rubber 


real rubber in semi-paste 
form for all kinds of 
flexible repairs. 


oevcow STEEL 


for quick, easy repairs to 
furniture, toys or any damaged 
metal, wood, concrete or glass 
materials. Can be finished to any 
metallic coloring. 


NOW AVAILABLE! 


Here’s the new compact, 
revolving Devcon Repair Center 
offered FREE to you in 
combination with 24 packages of 
famous Devcon repair materials. 
Get in touch with your wholesaler 
or the factory for all the facts on 
this self-service merchandiser 

that spurs impulse buying. 


_DEVCON CORPORATION 


\dicott Street, Danvers, Mass 


“POURED PILLAR OF STEEL TRADE MARK 





nkene ROBOS 
RECON MRICS 


Ten large doors open 
rapid loading and unloading. 


S & M has 


warehouse 


The new warehouse and office 
building of the S & M Co., Minne- 
apolis wholesaler, has been com- 
pleted and was formally opened at 
ceremonies on June 12 and 13. 

The new building at Arthur & 
Kennedy Sts., Minneapolis, is a 
modern two-story structure con- 
taining 170,000 sq ft of floor space. 
It was erected across the street 
from S & M’s warehouse in the 
Northwest Terminal District. The 
buildings are connected by an 85 
“ft tunnel under the street. 

Combined floor space of both 
buildings totals 340,000 sq ft. The 
site also provides parking space for 
several hundred cars for visitors, 
customers, and employees. 

New features of the warehouse 
include conveyor belts, special load- 
ing facilities, a pneumatic tube 
system, and a complete intercom 
system. 

Facilities have been provided to 
handle 23 truck trailers and 15 
railroad cars. 

The location of the new ware- 
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house was selected after much 
consideration on how S & M could 
provide fast delivery and pick-up 
service for the Minneapolis and St. 
Paul trading area. Two years ago 
S & M purchased a warehouse and 
adjacent property in the North- 
west Terminal District. Final de- 


formal opening for 
expansion 


cision was to build a new ware- 
house on the adjoining site. Easy 
access for customers from the pro- 
posed Duluth-Albert Lea Freeway, 
which will pass just a few blocks 
from the warehouse, was a clinch- 
ing factor in the firm’s decision. 
(Continued on page 85) 


More than five miles of adjustable metal bins and racks store the items 


handled by S&M. 


Want more facts? Circle 139, p. 73 > 
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avoid this... 


sel] 


protection 


a 


with 
Lu Oty q Crys tal’ y 


yy." by American-Saint Gobain 


Creative ideas in glass 


A valuable piece of furniture can be ruined in one careless 
moment. Yet your customers may not think about preven- 
tion until it’s too late. Recommend glass tops — of LUSTRA- 
CRYSTAL — for tables ... desks... dressers... vanities... 
breakfast counters. There’s profit in it for you, and great- 
er customer satisfaction ! 

Why LustracrystTAL? Because it has quality that’s easy 
to see and sell. Extra strength and scratch resistance. 
Superb elarity. Freedom from distortion and the dull 
green cast you find in other makes of glass. 


Stock LUSTRACRYSTAL — together with A-SG’s other fa- 
mous brand sheet glasses : LUSTRAGLASS® and LUSTRAGRAY®. 
LUSTRACRYSTAL comes in 3/16”",7/32” and 1/4” thicknesses. 
It’s ideal, not only for furniture tops, but also for large 
windows — or any glazing that has to stand up to hard 
knocks. See your local independent glass jobber . . . or eall 


our district office nearest you. 


AMERICAN-SAINT GOBAIN CorPORATION, Dept. HA-30 
625 Madison Avenue, New York 22, N. Y. 


AMERICAN-SAINT GOBAIN CORPORATION 


District Sales Offices: Atlanta * Boston * Chicago * Dallas * Detroit * Kansas City, Mo. * Los Angeles * New York ® Pittsburgh * San Francisco 








‘Lockwood school trains nine 
in contract builders’ hardware 


Graduates get intensive instruction on important 


manufacturing depts., office procedures, practices 


Lockwood Hardware Manufacturing Co., Fitchburg, Mass., re- 
cently conducted a course of instructions in contract builders’ hard- 
ware at its general offices and plant in Fitchburg. 

The class consisted of nine students. The course included instruc- 
tion in the more important manufacturing departments, and studies 

Bent of various office procedures and practices. 
et 30° The course was conducted under the supervision of Adon H. 





Permits nail pulling in Brownell, manager of contract sales training for Lockwood. 

hard-to-reach corners | The students and teachers seated, left to right, are: Philip Sands, 
and near baseboards. | C. A. Kandt Lumber Co., Dearborn, Mich.; Robert Zimmerman, 
Zimmerman Hardware Co., Lawrence, Kan.; Mr. Brownell; Sol 
Friedman, Atlantic Hardware & Supply Corp., New York, N. Y.; 
Donald Torina, Best Hardware & Appliance, Inc., Memphis, Tenn. ; 
Standing: Phillip H. Stork, Hidell Builders’ Supply Co., Austin, 
Texas; William Stone, Murphy-MacLay Hardware Co., Great Falls, 











With conventional 
chisel end bar, the claw 
end many times cannot 
get close enough to pull 
nails. 


Mont.; Eugene Watters, McAlister Materials, Oklahoma City, 
With the Klein-Logan 


double claw bar, the Okla.; James Searles, Builders’ Hardware & Supply Co., Los An- 
Baw gd engi) — geles; Roland Lavoie, Lockwood; Milton Rioux, Lockwood; and 


enough to pull with 30° Dan Krause, York Paint & Hardware Co., Inc., York, Pa. 


An improved standard wrecking bar 
with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in’ place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 


Manufactured in the following sizes: 


%xl8* % x3 


% x24 % x 36 


*This size added by popular demand. 


5 


122 South mia. Str a 





The , 
Klein-Logan Co. 


e 


Manufacturers of 
PICKS « MATTOCKS + HOES « BARS 
HAMMERS « SLEDGES « WEDGES 
MINING and RAILROAD TRACK TOOLS 


ittsburgh 3, Pa 
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‘Chucks, if its a full [ine you want.: 


SPECIFY U-BRAND FITTINGS.” Why waste valuable 
time buying from different sources? When you stock and 
use U-Brand fittings you are assured a complete, 
top-quality line from one source. All fittings are 
conveniently packaged and marked for immediate use. 








FOR ALL YOUR FITTING NEEDS: e Galvanized and Black U-Cote 
Malleable Fittings e Unions e Plugs and Bushings e Steel and 
Brass Nipples and Reducing Nipples e Steel and Brass 

Insert Fittings e« Poly-Plus Blue and Nylon Plastic Insert 
Fittings e Dielectric Fittings e Sanitary Well Seals. 


~ - 
. 
pie 


























The Union Malleable 


Manufacturing Company 


Ashiand, Ohio - Vernon, Calif. 


SOLD THROUGH WHOLESALERS ONLY , SHIPPING DEPOTS IN PRINCIPAL CITIES ASSURES OVERNIGHT SERVICE 
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Another Campbell Chain 
Exclusive... 





] 


N 
» Blue Cemper 


PRE-CUT, PACKAGED CHAI 


@ 3/16", 1/4", 5/16", 3/8” Proof Coil 
cELE-SERV! — Chain . . . in lengths of 10’, 15’, 20’, 


ERCHAN 50’ and 100’... . in attractive self- 


service packages. 
@ Instantly identified by the rich blue color 
... tempered right into the chain. ; 


@ Pre-Cut to eliminate measuring and 


cutting. 


@ Pre-Packed for solheardii and attrac- 
tive display. 


@ Clean—no dirty hands or clothing. 


@ Labeled for instant identification of 
grade and size . . . ready for pricing. 


@ “Measure-Mark”— marked every 5’ and 


color-coded in the 50’ and 100’ lengths. 
Contact your Campbell eet ter or 
write direct for went 


CAMPBELL ©AMPBELL CHAIN Comsauy 


FACTORIES: York, Pa.; West Burlington, lowa; Union City, Calif. 
CHAI N WAREHOUSES: E. Cambridge, Mass.; Atlanta, Ga.; Dallas, Texas; 
Chicago, Ill.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif. 


Makers of Famous CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 


Want more facts? Circle 142, p. 73 
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Hardware manufacturers 
awarded package prizes 


Two top packaging competitions 
for 1960 have been completed. 
Award winners in hardlines’ cate- 
gories have been named by the 
Folding Paper Box Assn. of Amer- 
ica, Chicago; and the National 
Paper Box Manufacturers Assn., 
Philadelphia. 

Winners in hardlines are: 


Folding Paper Box Assn. of Amer- 
ica judging: 


For: technical superiority of 
printing. Mirro Aluminum Co., 
merit award, lithography, alumi- 
num foil. 


For: best example of potential 
new volume use. Hardware divi- 
sion: American Saw and Tool Co., 
first award, saw blades; Sylvania 
Electric Products Inc., merit 
award, electric light bulbs. Miscel- 
laneous division: General Time 
Corp. Div., Westclox, merit award, 
watches. 


For: general merchandising su- 
periority. Hardware division: Att- 
wood Brass Works, first award, 
boat fittings; Otto Bernz Co., 
merit award, propane torch kits; 
and Schacht Rubber Mfg. Co., car- 
pet protector. Miscellaneous divi- 
sion: Minnesota Mining & Mfg. 
Co., scouring pads. 


National Paper Box Manufactur- 
ers Assn. judging: 


For: general superiority accord- 
ing to use: Hardware and automo- 
tive supplies: American Saw and 
Tool Co., first award, saw blades 


Stanley Tool Div., the Stanley 
Works, excellence award, screw 
driver and drill fittings. 


Oregon Saw Chain Div., Omark 
Industries, excellence award, saw 
files. 


American Biltrite Rubber Co., 
excellence award, vinyl flooring 
samples. 


International Silver Co., excel- 
lence award, stainless flatware. 





Arvin Industries Inc., excellence 
| award, transistor radio. 





ENGINES | 


BUILT-BY 


TECUMSER 


W/Z head of Cmericas 


batt * 


From the Sure-Start wind-up starter to the remark- 
able new fly-ball mechanical governor (as standard 
equipment) . . . Tecumseh-built engines offer the best 
combination of exclusive selling features. Add to this 
the long record of “FIRSTS” in our 70 years of quality 
production. It is no wonder that each year more manu- 


facturers of gasoline-powered equipment standardize 


on Tecumseh-built engines. 


Tecumseh tells your customers this story of quality, | 


better performance, trouble-free operation . . . in the 
Saturday Evening Post, Life, Time and other publica- 
tions. This makes it easier to sell . . . builds more satis- 
fied customers. So be sure to specify equipment that 
gives you this big selling advantage . . . Tecumseh- 
powered products. 


TECUMSEH 


a OR OR SE Om ee on Ok. Bae a. ef 


BUILDERS OF | 
JAUSON-POWER PRODUCTS 
Home Office: Tecumseh, Michigan ¢ Engine Plants: Grafton, New Holstein, Wisc. 


Tecumseh is also the world’s largest manufacturer of compressors 
for the air-conditioning and refrigeration industry 


Want more facts? Circle 143, p. 73 











1 @ 
* . rail 
; 4 
| 


| FREE! A compact, tri-color wall or 
_ Counter display with fifteen fast moving 


_ package. 





cetaQ 1% MARKUP! 


New D-77 Merchandiser makes 
your store a profitable 
HOME SIGNALING CENTER © 


do-it- yourselt 


4 : 
¢ 
: 





' 





COMPLETE 
MODERNIZING 
ASSORTMENT 


22 push buttons 
2 beils 
5 buzzers 
2 bell-buzzer combinations 
2 transformers 
4 burglar alarm switches 
3 door trips 
2 thermostatic 
fire detectors 


2 automatic 
locking switches 


products. 


NEW! 

‘SEL.7T | Poly-Packed packaging that 
sells itself. Complete product and instal- 
lation instructions included in each 


FREE! supply of THE HOW TO OF 
HOME SIGNALING—24 pages of practical 
wiring ideas and easy installation plans 
— a natural for repeat sales. 


Your suggested profit on the D-77 
modernizing deal ...... $28.15 
Your cost on the complete package ..... 42.22 


67% MARKUP! 


Call your distributor today for your 0-77 modernizing deal and start profiting 
from this Home Signaling Center. (Promote and sell Do-it-Yourself electrical 
signaling this easy, space-saving way.) 


The How To of Home Signaling ties in all 
the items on the display. Carries list price 
of 25¢ for extra profit potential. Sells your 
customers on easy, inexpensive methods 
of building home fire alarm systems, re- 
placing door bells, installing transformers, 
many other do-it-yourself projects. 
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can buy... 


WATER SYSTEMS 
URBAN AND SUBURBAN 


WATER WELLS 
JETS AND SUBMERSIBLES 


~ 


YARDLEY 


mee Gold Label 


= ty PLASTIC PIPE 


Titer Vitel AND FITTINGS 


GOLF-FARM-CEMETERY 


sat ane 


... the plastic pipe you’ve always wanted — 


MUNICIPALITIES | | 
strong enough to replace metal! 


MAINS AND SERVICE LINES 


Golden fet. 


FLEXIBLE PUMP PIPE 


Gold Label 


FLEXIBLE PIPE 


Gold Label 


RIGID PIPE 


Engineered specifically as drop 
pipe for single or multiple-stage 
jet pumps. Sizes 1”, 144” and 
144”. Backed by a 5-year cost of 
replacement warranty. Use it with 
submersibles, too. 


Special heavy-duty, high-strength 
pipe designed to handle all pres- 
ent and future domestic water 
system requirements; sizes 42” 
through 2”, in standard coil 
lengths. 


Maximum strength, heavy-wall 
pipe designed to handle all ‘pres- 
ent and future domestic or en- 
gineered water system require- 
ments; sizes 42” through 6”, 
standard length 20 feet. 


Gold Label, a single line of flexible and rigid pipe produced only 
by Yardley, handles all pressure requirements normally en- 
countered in domestic or engineered water systems. These high- 
strength, “any-use” products can be sold with confidence. They 
stop pipe selection problems, often the cause of field failures. 
Insist on Gold Label, the plastic pipe and fittings built to fill 
a need, not to meet a price. Ask your jobber or write: 


Gold Label 


FITTINGS 


For flexible and rigid pipe. Heavy- 
wall design, precision molded 
from special high-strength mate- 
rials by Yardley. The most com- 


r« YARDLEY PLASTICS CO. 


142 PARSONS AVE., COLUMBUS 15, OHIO 


YARDLEY _.. PioNEER OF IMPROVEMENTS IN PLASTIC PIPE AND FITTINGS 
Want more facts? Circle 145, p. 73 
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L ottore from Hardware Age readers 





Shoplifting sign 
Dear Editor: 


Can you send us two reprints 
of the article on Shoplifting from 
the May 19 issue? We would also 
like five copies of the warning 
sign that appears on p. 68. Send 
us a bill for this material. 

Yours truly, 
Harold Siegel 
Gamble Store No. 5668 
Omaha, Neb. 


Editor’s note: We're sending you 
two copies of the article with our 
compliments. However, we do not 
have reprints of the sign on stiff 
board suitable for use in the store. 
Your local print shop could make 
these up for you very quickly. 


The “Good Old Days” 
Dear Editor: 


How often I have read some- 
thing especially witty, prophetic 
or just plain entertaining and said 
to myself “I wish I had said that.” 

Then follows the good intention, 
“l’ll write this fellow and tell him 
that at least I appreciated it.” But 
too often nothing happens. This 
time I am writing, about the edi- 
torial, “The Old Days,” on p. 7 of 
the April 21 issue. 

Looking at it from this side of 
50, I have seen the “good old 
days.” And my reverie right now 
is playing no tricks upon me. 
Some were indeed “good old days,”’ 
but some were just plain and 
fancy stinkers—nothing else. All in 
all, today is the better time and 
tomorrow will be hetter still. 

I am now 52. Forty years ago I 
slept in a room with a tin roof, 
awoke to open-hearth heated morn- 
ings, drew water from a well 100 
ft away, walked 1% miles to 
school, carrying a lunch wrapped 
in newspaper and lugging a bundle 
of books paid for “by the hardest.” 

I returned home by foot cavalry, 
fed the stock, cut the wood for 
cooking and heating, and studied 
by kerosene lamp. This was the 
normal life, certainly not consid- 


ered hard. Every neighbor had the 
same or worse condition. No cen- 
tral heating, radio, air conditioner, 
TV, etc. We had no modern conve- 
niences in our home, but there was 
no lack of love, or mental and 
spiritual training, and life was not 
dull. 

Yes, there is much to be said for 








“the good old days.” But there is 
much more to be said for the to- 
days and the tomorrows. Yester- 
day served the good purpose of 
leading us to the todays. May our 
todays justify themselves by lead- 
ing us to better tomorrows. 
Thank you for the editorial “the 
old days,” which led to this rev- 
erie. 
Sincerely yours, 
Glenn Taylor 
Baldwin-Taylor Hardware 
New Orleans, La. 





Torch 


90th Anniversary 


Specials! 


New! TORCH STARTER KIT 


An especially designed anniversary 


kit 


with plenty of appeal to the home handy- 
man. Includes regular $6.95 Torch with 
all brass pencil point burner and bigger 
Turner tank... 10% more fuel than any 
other disposable tank...plus a FREE 


SPARK LIGHTER. Attractively packaged 
LPSSSX SPECIAL 


$695 


for counter or wall display. 


New! TORCH USER KIT 


Here’s an anniversary special that 
will appeal to everyone who needs 
and uses a torch...and especially 
the man who knows a good value. 
Includes the all brass Turner Torch 
with pencil point burner and TWO 
LARGE TURNER TANKS. In colorful 
package for wall or counter display. 
Customer saves $1.00 on kit. Regu- 
lar price $8.89 LP552 SPECIAL 


$7°9 





LP S52 
S0th ANMIVERSARY SPECIAL 


| 2 Tank Torch Set 


New! BIGGER TURNER PROPANE TANK 


The green Turner propane tank contains over 10% more 


fuel than any other dis 


posable tank . . . for the same price. 


Fits all popular makes of torches, stoves and lanterns. 


Turner 90th Anniversary 


Specials will be 
nationally advertised 
this Fall 


GET FULL DETAILS NOW FROM 


POPULAR 
MECHANICS 


LIFE Brey Lister 


SCIENCE 


YOUR WHOLESALER OR WRITE TO 


Turner Corporation 


825 PARK AVENUE, SYCAMORE, ILLINOIS 
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NOW... screws 


“BY THE 
HUNDREDS” 


‘ You'll turn a pretty profit when you 


For years, dealers and distributors have discussed , Suggest SCOTCH BRAND Masking 
the idea of decimal packing to replace awkward = Tape with every paint sale. 

gross packing. HERE IT IS! Elco now can supply a 
complete range of styles and sizes for regular store “SCOTCH” IS A REGISTERED TRADEMARK OF THE 3M CO 
shelf stock — in the new Elco DECI-PACK of 100 Mitenesora (fining ano [ffanuracturine company 
pieces per box. Not only is figuring in the store of oe WHERE 
price-per-piece made easier, but the buyer of several 
hundred or more pieces will find cost calculation 
much quicker for the quantity wanted. Finally — | ) 

the new Elco DECI-PACK drawer box with pull _ Meets Federal Specifications 
tab makes stacking, stocking, and selection the most iijo= 

convenient you have ever known. Buy Elco’s new 


DECI-PACK'! | NEW IMPROVED - i — 


TWO NEW ASSORTMENTS 


FOR EASY SALES puymay MARINE — DOOR CLOSERS 


ALL TAPED... at, SREY | A SPAR >; with 5 Year Guarantee 


ALL 25c PER TAPE NO FUSS NO BOTHER 


These colorful new bin-type as ee ® | s é 
counter display boxes con- : Lu) ' ” 4 . Bs Ready for either right or left 


tain the most popular sizes se Ae A ee ee ae doors. .Without Any 
of Solid Brass, Chrome f : " mumenaie * anu 


Plated, Oval Head, Slotted Ba TO Ke |/ cea . Adjustments -Whatsoever / 





RESEARCH {S$ THE KEY TO TOMORROW 








Wood Screws and Machine 
Screws. Each bin contains 


at Sie eee Mes ee Ritts” S000, 9) ‘SPARTAN’. . READY TO INSTALL INSTANTLY! 
ag to — _ cates Fe Rugged construction, precision machined Swedish 

Saasnehine, tn oak ae we Steel. Unconditionally guaranteed for 5 years by 
fixtures. : us. Fast delivery from complete warehouse stock. 
, Spare parts immediately available. Meets every 


BOXES and RACKS for the heavy duty demand, yet COMPETITIVELY PRICED. 
HOME WORKSHOP 


stock shop [iiewuwmues << 
ot vee *seature 
Pols ORE. 


Clear plastic boxes cn? Sizes ) a and 5 


tain generous quantities : ; 
of 40 most-wanted wood Wide range of closing 


Per Box screws, machine screws, speeds. 


sheet metal screws. * The Public Service Testing Laboratories Inc reported 
DraweRacks provide “The Spartan proves to,be syperior in quality and design 
neat, accessible storage (copy of report available on request 

units that can be ar- 
ranged in many conven- 


ee SP — self-serve display racks S. PARKER HARDWARE MFG. CORP. 


@ Quality Hardware Since 1900 
ELCO 'Sc' SCREW CORPORATION 27 LUDLOW STREET + Phone WAlker 5-6300 - NEW YORK 2, N. ¥. 
1107 Samuelson Road, Rockford, Illinois 
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S & M has formal opening 


S & M is a wholesale distributor 
for hardware, plumbing, house- 
wares and electrical supplies, sport- 
ing goods, furniture and toys. The 


Phil Sieff, president. 


Maurice Sieff, vice-president. 


John Sieff, general sales manager. 


of warehouse expansion 


’ 
; 
' 


| 


(Continued from page 76) 


firm also handles automotive parts 
and tires and tubes. 

The new warehouse is the latest 
effort in the firm’s expansion since 
it was established in the early 
1920’s. The firm expanded through 
the twenties and in 1940 moved to 
a larger building where new lines 
were added. More warehouse space 


Af 
Vi / * 
7 

a 





OTHER PRODUCTS 
SANDVIK OFFERS 


BUCK SAWS 
FILES 
HAND SAWS 
PLIERS 
SCYTHES 





... all made 
from the finest 
Swedish Steel! 
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was added in the early fifties. In 
1958 S & M purchased the 170,000 
sq ft Midland Co-op warehouse and 
the adjacent property which is now 
the site of the new warehouse. 

“The S & M Co. will always be 
dedicated to giving the indepen- 
dent dealer the fastest possible ser- 
vice at the lowest possible prices 
available anywhere. We offer in- 
dependent dealers throughout eight 
north central states an unlimited 
future,” states Phil Sieff, president 
of the firm. 








Traditional Swedish Craftsmanship 


.--IS built into every fine Shark-O-Lite 
chisel. Blade of fine Swedish Steel 
known the world over for its keen cut- 
ting qualities and long lasting edge. 
Recommend, stock and display the 
largest selling Swedish chisel. 


Sandvik steer INC. 


Saw & Tool Division 


1702 NEVINS ROAD, FAIR LAWN, NJ. 


4787 
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New RIFaID 
Bench Chain 
Vises 
with Large, Easy-to- 
Operate Top Screw 
Handle. 5 Sizes for 
V,"" to 8”’ Pipe, Con- 

duit, Rod. 


Display These 


¥ “wily, 
wt et 
' ® 


Pipe Vises 
for easy profitable 
Home and Farm Sales 


Vises 
Known Everywhere 
as Extra-Handy and 
Rugged. 8 Sizes for 
Ye"’ to 6’ Pipe, Con- 
duit, Rod. 


RANA 


Every home and farm workshop needs a good 
pipe vise. When customers see these RIZAID 
Vises displayed in your store, they’ll like the 
heat-treated tool-steel jaws for slip-proof grip 
... the rear rest that keeps pipe straight for easy 
cutting, threading, reaming . . . the handy pipe 
bender that’s a real time saver. They’ll recognize 
the extra quality built into every RIAID pipe 
tool to assure trouble-free lifetime service. For 
good, steady profits . . . call your Wholesaler. 
While you’re at it, don’t forget your own pipe 
service department—order one for it, too! 
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HARDWARE AGE 


DQ Your Chis | 


WAYNE L. GARVIN, 
president of Cutler Hard- 
ware Co., wholesaler at 
Waterloo, Iowa, began his 
career in hardware with 
Cutler Hardware in 1909. 
Mr. Garvin’s first duties 
were in the office of the 
firm. In 1912 he became 
a salesman and held this 
position for 27 years. In 
1932, he was elected a di- 
rector. In 1939 Mr. Garvin 
was elected president of 

the wholesale firm. Two of Mr. Garvin’s six chil- 
dren are traveling salesmen for Cutler Hardware. 
A third son is in the retail hardware business. 
Mr. Garvin has served on the Chamber of Com- 
merce and Rotary Boards of Waterloo. He is a 
past president and director of the Community 
Fund and is a member of the Masonic order and 
the Elks. His hobbies are golfing and traveling. 


FRED E. WOODARD 
has completed 50 years in 
the hardware industry, all 
with Wright & Wilhelmy 
Co., wholesaler in Omaha. 
Mr. Woodard’s career in 
hardware had an unusual 
beginning. As a young 
man he had two main in- 
terests—baseball and 
music. Mr. Woodard re- 
ceived an offer to play 
baseball with the Idaho 
State Minor League, and 
was all set to accept when a fellow bandsman, 
an employee of Wright & Wilhelmy, promised to 
get him a job that would keep him in Omaha and 
to stay on with the band. Mr. Woodard accepted a 
job in the Wright & Wilhelmy warehouse. He later 
moved to the office, and in 1921 became a sales 
representative, the position he now holds. Mr. 
Woodard was recently honored at a dinner at- 
tended by the company’s executives. 











FITLER 


ROPE RACK 


ATTRACTS 
ATTENTION 


ae 
© em 


FITLER MANILA ROPE—always reliable, is lubricated 
against internal friction, waterproofed to keep it flexi- 
ble, and rot-proofed to arrest the growth of mildew, 
fungi and bacteria. 


FITLER “STABILIZED” NYLON and DACRON* ROPE 
"Stabilized" makes the difference. 








FITLER POLYETHYLENE and POLYPROPYLENE ROPES 





SOLD BY HARDWARE DEALERS EVERYWHERE 


THE EDWIN H. FITLER CO. 


EST. 1804 
Division of Columbian Rope Company 
NEW ORLEANS 17, LA. PHILADELPHIA 24, PA. 
* DuPont Polyester Fiber 
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the BIG name 
in Gun Cleaning 


GUN CLEANING 
ESSENTIALS (ee 


Outsell abl others! 


Display them prominently 


HOPPE’S products walk off with 
the top scores in both sales and 
profits in every state in the 
nation! Long-established user 
acceptance and trust . . . plus 
consistent national advertising 
... Keeps HOPPE the BIG name 
in gun cleaning. Display HOPPE 
products “up top” and “out 
front’ . . . watch your sales 
scores go up! 


FRANK A. HOPPE, INC. 

2314-A N. 8th St., Phila. 33, Pa. 

ASK YOUR JOBBER 
FOR HOPPE’S 
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Skilled 
Hands 
Know the 


| Difference... 





That's why Genuine 


RibeI> 


WRENCHES 
Sell Fast 


Order from your wholesaler today! 


The Ridge Tool Company, Elyria, Ohio, U.S. A. 
Want more facts? Circle 150, p. 73 
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Convention 
Calendar 


DON’T SHOOT! joi ; al ;——Convention Check List—— 
It’s a Decoy... , 





cy For complete details about the conven- 
Sere | | tions and shows listed below, see the 
en ——_ alien Ee | alphabetical listing starting on page 
o < | i ——— | 98, June 2 issue. The next complete 
Stock and Sell Ree : a | | listing will be in the July 14 issue. 
The Complete Line ue = | 
of Victor Decoys 


June 


6-24 American Hardware Supply Co.. 
Toy Show, Pittsburgh. 

12-26 Hardware Wholesalers, Inc.., 
Toy, Gift & Fall Merchandise 
Show, Fort Wayne, Ind. 

16-18 Texas Wholesale Hardware 
Assn. & Texas Boosters Club, 
San Antonio, Texas. 

19-26 Farwell, Ozmun, Kirk & Co.. 
Toy & Gift Show, St. Paul, Minn. 


No. D-10. Victor Majestic Standard. 
life-size Tenite Plastic. Seven species. 


July 
ue | 10-14 National Retail Hardware Assn.., 
Wait ’til you and your customers see the new | Congress, Philadelphia. 
No. D-2 Victor Premier duck decoy. It’s | 11-15 National Housewares Mfrs. Assn. 
been completely redesigned with a higher | 33rd Exhibit, Atlantic City 
silhouette and modern broad-body realism. | . lea-Biddie-Steltz Co.. Tov & 
The Victor D-2 has always been popular and | 11-15 Supplee- lddie-otelz \O., toy 
this year it should really nak the sales | Gift Show, Philadelphia. 
parade. Made of molded fiber; pre-balanced | 17-19 Our Own Hardware Co,, Sum- 
and waterproof. Mallard has head and wings mer Merchandise Exhibit & 
inted with iridescent paint. Six species: Stockholders’ Meeting, Minne- 
— _ ee Pintail, Red Head, apolis 
anvasback, Blue Bill. : ' 
Also No. D-3 Victor Magnum. Slightly | 17-27 The ee gg tae et a Toy 
larger than D-2. Nine species. & Gitt S ow, Cleveland. 
| 25 to American Hardware Supply Co.. 
Also: No. D-12 V Del Rock Retr Gates Gasp Viet What | Aug. 5 Gift Show, Pittsburgh, Pa. 
so: No. D- ictor 
Goose; No. D7 View our ** Soret g ANIMAL TRAP COMPANY OF AMERICA 
Le ces ee ee oo oe ee el Lititz, Pa. ¢ Pascagoula, Miss. ¢ Niagara Falls, Ontario 


| 7 Wholesal- 
Want more facts? Circle 153, p. 73 | “"s macig om Sey“ a-wart 


son Hardware Co.; King Hard- 
ware Co.: and Sharp-Horsey 


; | recta 2 ie. i 
‘a | - klahom ardwoar s 

! \ [. Wert ” | tid see oon Bh Market, ; Oklo- 
3 ‘ | homa Se, i 

a 4 - ! . : . Williams O., ercnan- 

TN a aS would you like t0 (Jai Rikasapceseeenianes 
CAN OPENER Jy Gul | 
MADE if eh # i profit by-some 1) Septemper 


No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 


No. D-5 Victor Canada Goose. Avthen- 
tic molded fiber decoy. Upright and 
feeder type heads. Also Snow Goose and 
Bive Goose. 


~ 
i 
I 
[ 
/ 
i 
i 
/ 
i 
i 
I 
i 
I 
I 
{ 
I 
I 
I 
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I 
i 
; 
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August 





4-7 Beck & Greqg Hardware Co., 


. ’ Fall Merchandise Show, Atlan- 
the services used - sag 
19 Franklin Hardware & Supply 


by HIF Sats Co., Annual Convention and 


Stockholders’ Meeting Pitts- 





4 burgh. 
7 | 25-28 National Builders’ Hardware 
| Convention, Chicago. 
26to American Hardware Supply 
Oct.13 Co., Fall Group Meetings, 
Pittsburgh. 


for example: | 11-12 Bigelow & Dowse Co., Fall 


Merchandise Show, Needham 


HELP FROM RETAIL |. 7’? ""* 


| For complete details about conventions 
SPECIALISTS | and shows listed above see the June 2 
| issue of Hardware Age. 


On the spot counsel, guidance 
ae and ideas in merchandising and _§ Business failures u 
PORTABLE ill operating by a person skilled . P 
——_—_——— Gee Ke in the art of retailing. Business failures for the week 
| | ee . . ‘ 
aeaa@nee lle: wo For complete information ended May 5 were 327 or 2 more 
eininnndadiiaeboananien — < # on this profit-improving ; ious c 
CAN ee eet | 7 service, plus many others | than recorded in the previous week, 
fe enjoyed by hundreds of and 62 more than in the compara- 
Independent Hardware 

1h | Dealers—Write NOW to: ble week a year ago, reports Dun 
ie \ SO SSE He | PRO HARDWARE, INC. & Bradstreet, Inc. Business fail- 

/ » Saree ae \ 4 East Avenue i 
\ Rival: ) RIVAL MANUFACTURING CO re ne nereslenitagy = Sere ures to date In 1960 are 5,427 or 
ad Kansas City 29. Missouri be stores Te 72 more than in the like period of 

Mi 104 Mont Oe ake 19 59. 
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9 :Yoj 3° mee VINYL and ALUMINUM 
WEATHERSTRIP for 


SS p00rs and winnows WE TAG 


Be prepared for BIG PROFITS with this 

new combination vinyl and aluminum | 
weatherstripping for windows and | 
doors. Double tubing vinyl can be re- | 
versed when worn without removing 

permanent aluminum casing. Eliminates 

drafts and dirt— easily installed — | 
just cut to size and nail in place. Now | 
available in individual sets for doors | 
and windows. | 


FOR ALL TYPES OF WINDOWS Wien 


See oe | 
REQUIRES 
ONLY 20” x 11” 
SPACE! 


_ © Establish your store as “wheel 
headquarters” in your com- 





Door set for top and sides includes 
nails and sweep bar for bottom. 


Smartly designed with a resilient vinyl tubing that actually AF : , 
hugs the bottom of a door. Vinyl tube has two sides; when munity —with this wide range 
one side becomes worn . . . reverse it. Girder construction of replacement — do-it-yourself 


gives maximum load bearing capability and is easy to —and hobby wheels! Many 
sweep over as there are no sharp edges to trap dirt or ‘ : 
trip on. Individually pockaged in all popular lengths, sizes and types — serving count- 


complete with screws and instructions for installing. less indoor and outdoor 
applications. 
SAGER | WRITE OR PHONE FOR PRICELIST | ng COOP TAAENT 


WEATHERSTRIP & CALKING CORP. Phonc 


2050 W. 59th St., Chicago 36, Ill. | PRospect 8-5000 INCLUDES: 


ee en ee a, 35-WHEELS— 


13 different, proven pop- 


: & | e a Nn U Dp ‘ W t h ular selling numbers. 


REDUCING BUSHINGS — to 


G OTT . Cc Hi A L Lan adapt wheels to other pop- 








ular axle diameters. 


mes [\/F- 7 Al SPONGES | ® Chrome HUB CAPS included for light capacity wheels. 


@ WIRE DISPLAY RACK —52”’ high; uses minimum of floor space. 
One profitable Gottschalk sale leads to 


another... because these are the customer- 


pleasingest metal sponges made! Spirally Ge HOBBY-KART 4-Wheel KIT 


spun from continuous strands of selected 


metals, so that, in normal use, they will not Se N C L U D E D F R E E mee Complete Kit — 


unravel, shed particles, or scratch the finest 2 ae . ; 
surface. A size and type for every cleaning consisting of 3 regulor free rolling els and oc 


. . ‘7 . 

and scouring job, attractively packaged matching V-belt pulley drive wheel, 10° dia. Sale 
and priced for impulse sales. Keep price absorbs cost of display. 

Gottschalk in stock ... and in sight! 


LAWN MOWER 
GOTTSCHALK METAL SPONGE SALES CORP. | 
Dept. HA, Philadelphia 40, Pa. ea AND GENERAL 


Want more facts? Circle 157, p. 73 vate : REPLACEMENT PARTS 
Ee a Se, DISPLAY ASSORTMENT 

C 0 M p A R S 0 N WSS > No. RPA-9Q: Provides extra profits! Handy, 

N ott = compact, self-selling counter display is bin 

BLENDS EASY * NEVER BECOMES HARD a. partitioned—contains complete selection of 

bearings and bushings, all identified and priced. 


| Snow White plastic in a tube . 
pay: PROVEN FOR Allied Wheel Products, Inc. 
PERMANENT USE | 27 BROADWAY « TOLEDO I, OHIO 


HRUTAE C157 076s TT 














DEPT. H—27 BROADWAY — TOLEDO 1, OHIO 
Please send full information on the above Assortments. 


NAME: 
by. 
_ | ADDRESS: 














DE WITT PRODUCTS CO. 
FREESAMPLE 5868 PLUMER ST. DETROIT 9, MICH 


Want more facts? Circle 158, p. 73 | Want more facts? Circle 159, p. 73 
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Zinsser shellac finishes for 
| a convenience-minded public... 


E .-ro BEN 
| ott 





Sexes 4 Ragen s. ed ‘ : Se EEE AEB GA a 
oo ZIMSSER : ; , Fee | z i om ZINSSER 4 | 


& US ree - . ~- 
ae ae a EE OP 

Bik Say Se, 

fe 


Ree as ea es REY Oe ee TE eee aay CSE: sake See Rie Se PRR ce My = Rep OE 
B-I-N PRIMER- TRIMLAC®—the all- BULLS EYE® SPRAY BULLS EY E® BULLS EYE BLACK BULLS EYE® SHEL- 
SEALER®—primes, in-one-day finish SHELLAC — the all- READY-TO-USE GLOSS® — the all- LAC — standard 
seals and kills that gives natural purpose clear SHELLAC—in wide- purpose interior weight in easy 
stains all in one or stained wood spray. Use for mouth cans. No black gloss. Quick- pouring oblong 
coat, saves hours’ paneling a waxed, worn floor areas, _‘ thinning. Full in- drying, tough, flex- can, the first 
of painting time, hand-rubbed lock stair treads, arts structions for ible. Idealforhard- choice of crafts- 
dries ready for fin- —without rubbing and crafts. Ideal home user on the ware, wrought- men and top pro- 
ish coat in 45 min- or waxing. for sealing plaster container. iron furniture, grill fessional floor fin- 


utes. patches. work, base boards. ishers. 


-»»- AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
Three items fair-traded for your protection. Superior shelf life . . . reduces inventory 
problems. « BACKED by national advertising in AMERICAN HoME, PoPULAR SCIENCE and 
AMERICAN PAINTER AND DECORATOR * FREE “How-To-Do-It” Folders available for 
your consumer trade. « FULL INSTRUCTIONS on containers . .. save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


516 West S9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, illinois 





Want more facts? Circle 160, p. 73 

















ASK YOUR DEALER 
FOR A DEMONSTRATION 


$1495 complete with removable serrated jaws | elders 


States & West 


At your tool suppliers, or write VERSA-VISE, Dept. 553, ORRVILLE, OHIO 


Want more facts? Circle 161, p. 73 
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Retail and wholesale sales increase. Production 
continues decline. Commodity prices hold firm 


Business at retail and wholesale 
leveis is brisk. April sales at both 
levels rose above the previous 
month and the like month a year 
ago. However, activity at produc- 
tion levels continues to decline. 

In contrast, consumer, wholesale 
and factory commodity prices are 
holding unusually firm. 

Of the 15 leading indicators of 
business in the table below, 12 
show sizable gains over the previ- 
ous month. Ten also show gains 
over the like month in 1959. Only 
three of the indicators are below 
month ago totals, and five below 
year ago totals. 

One of the most outstanding 
gains was in retail hardware sales. 


April sales were a record for the 
month at $264 million. This was 
$63 million higher than in March 
and $19 million more than in April 
1959. 

The biggest decline was in steel 
ingot output. In April, output was 
down to 80 percent of capacity, 
11.6 percent lower than in March 
and 13 percent less than in April 
a year ago. 

Sears & Roebuck and Montgom- 
ery Ward mail order sales and fac- 
tory car sales have been added to 
the table of key business indica- 
tors below. They are considered 
generally good indicators of busi- 
ness, as they reflect the rate of 
consumer buying. 


> Key business indicators at a glance 


These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest available. Reference num- 
bers in parenthesis after each item tell what is the “latest month.” 
For example: (1) = May; (2) = April; (3) = March. 


® Retaii Trade 


LATEST MONTH 
MONTH AGO 


Hardware store sales (2)...... ...($ million) 
Department store sales (2).......... ($ million) 


264 
1,213 


201 
974 


245 
1,044 


Co-sumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Meyer's Val-Test group 
has monthly promotion 


“This months best buy” is the 
title of a new monthly promotion 
offered dealers of the Val-Test dis- 
tributor group, a division of Meyer 
Merchandising Service, Inc., Chi- 
cago. 

The promotion features a spe- 
cially priced impulse item at a full 
margin of profit. Val-Test Distrib- 


utors are offering the promotion as 
a supplement to its broadsides and 
catalog promotions. 

A multi-colored display kit is 
available with the promotion. It 
consists of window banners, price 
cards, ad mats and trimming in- 
structions. 


478.4 
19,216 
659,730 
125.7 


381.1 
17,419 
656,579 
125.6 


439.8 
17,589 
575,012 
123.7 


Sears & Ward mail order sales (2)...($ million) 
All setel etere enies (8)... .ccccccess ($ million) 
Factory car sales (3) (Units) 
Consumer prices, all items (3).....(47-49—100) 


Wholesale Trade 


Val-Test Distributors is a group 
of 28 non-competing hardware- 
housewares wholesalers in 23 
states. 


1960 Billy & Ruth book 
features 5 promotions 


Five promotional features to 
help dealers build traffic are in- 
cluded in the 1960 toy catalog pre- 
pared by Billy & Ruth Promotions, 
Inc., Philadelphia. 

879.0 The promotions include a grand 
257.3 drawing on four major appliances, 
12.2 with entries taken only at dealer’s 
stores. Specials for the children 
are free membership cards for the 
Billy & Ruth Club and letters from 
Santa Claus. 

The center spread features a 
contest which has as prizes a 
swimming pool, toys, and hundreds 
of other gifts. 

Also included is a toy buying 
guide to help customers select toys 

(Continued on page 94) 


($ million) 
($ billion) 
(percent) 

(47-49—100) 


Stock-sales ratio (3) 
Wholesale prices, all items 


industrial Supplies 


Pee Ge TE Givin k occ ccctcccus (1948—100) 


General Barometers 


Total personal income (2) ($ billion) 397.4 394.0 
Wares. @ @nierese (2)... 0c cccecces ($ billion) 271.3 269.4 
Farm income (2) ($ billion) 10.9 10.3 
Industrial production (2)...(FRB index-57=—100) 109 110 107 
New construction put in place (2)....($ million) 4,009 3,696 4,284 
Residentia! construction (2) ($ million) 1,536 1,460 1,799 
Consumer credit outstanding (3) ($ million) 51,162 51,021 44,925 
Electric power output (3) (million kw.-hr) 72,110 67,622 65,889 
Business failures (2) 1,370 1,249 1,292 
Steel ingot output (2) (% of cap’y) 80.0 91.6 93.0 
Steel prices (2)...(composite mill base-¢ per Ib) 6.196 6.196 6.196 


S. Commerce Dept. of Commerce except Industrial Supplies and 
Machinery New order Index by American Supply & Machinery Mfrs. Assn. Business 
failures by Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel 
ingot production by American Iron & Steel Institute. Steel prices by The Iron Age. 


SOURCE OF DATA: U. 
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SHOW YOUR CUSTOMERS... 


Republic FE® is backed by this written, five-year performance 
warranty in jet well installations. The NSF (National Sanitation 
Foundation) Seal stamped on this pipe means that it is certified 
safe for all drink’ .g water purposes. /2” through 3” FE is 
available in coils (up to 400 feet); 4” and 6” diameters in 
straight lengths. Your Republic distributor also offers V2” 


through 8” SRK® Semi-Rigid Plastic Pipe. 


Want more facts? Circle 162, p. 73 
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“MY REGULAR 
HARDWARE DISTRIBUTOR 
RECOMMENDS REPUBLIC 

PLASTIC PIPE” 


—E. J. MILLER (right), owner, Killian Hardware Store 





“I buy plastic pipe from Dale Sigafoos of Medina Wholesale,” says Ed 
Miller, Akron, Ohio. ‘Maybe I could buy cheaper pipe from other sources, 
but I don’t intend to. 


“Medina Wholesale is an established outfit with a telephone number 
and warehouse stocks. They give me good products, good service, good 
prices, and good sales advice. They tell me Republic makes fine plastic 
pipe and I believe them. 


“Killian Hardware is located south of Akron. We sell plastic pipe to 


farmers and other customers for many different uses. The biggest are 
temporary and permanent watering lines and drop pipe applications. 


‘““My customers use the FE flexible type and also the semi-rigid SRK. 
They like this pipe because it’s easy to work with and does what it is 
supposed to do. I’m not surprised. Republic is a big company. They’ve 
been making many other kinds of pipe for a number of years.” 


WHY NOT CALL YOUR REPUBLIC DISTRIBUTOR for “good prod- 


ucts, good service, good prices, and good sales advice’? You’ll welcome 
his service on... 


PLASTIC PIPE « BOLTS AND NUTS « STEEL PIPE 
ROOF DRAINAGE PRODUCTS + NAILS AND STAPLES 





REPUBLIC STEEL CORPORATION 
DEPT. HA-9691 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send more information on the following Republic products: 
C) FE and SRK Plastic Pipe 

C1) Bolts and Nuts 

C) Steel Pipe 

C) Roof Drainage Products 


Name 





Company 





Address 





City 








FTC casts some more light on promotional aids 
with a new guide on Robinson-Patman provisions 


If you receive or give co-op ad- 
vertising allowances, or other pro- 
motional aids, here is a new guide 
to help you interpret these provi- 
sions in the Robinson-Patman act. 

This new guide was issued by 
the Federal Trade Commission 
June 3. The basic features point- 
ed out are that all promotional 
aids must be offered equally to 
the same class of customers, and 
that all your customers must know 
what aids are available. 

The guide was issued to educate 
businessmen on the requirements 
of the law. It is written in lay- 
man’s language. The commission 
points out that the guides should 
help small businessmen to be 
“aware of their obligations and 
enable them to recognize illegal 
methods used by their competi- 
tors.” 

The FTC also points out there 
is nothing in the guide relieving 
any party subject to a commission 
cease and desist order from com- 
plying with provisions of such an 
order. Also, the guide does not 
constitute a finding, or affect dis- 
position of any informal or formal 
matter pending before the com- 
mission. 

Here is an outline of the 16 
points in the guide: 

(1) When does the law apply? 
When a seller in interstate com- 
merce pays for, or furnishes, ser- 
vices to customers in connection 
with distribution of products. 

(2) Who is a seller? One who 
sells products for resale, with or 
without further processing. 

(3) Who is a customer? One 
who buys from a seller, or his 
agent or broker. 

(4) What is interstate com- 
merce? Broadly, any part of a 
business which is not wholly with- 
in one state. 

(5) What are services or facili- 
ties? Examples: advertising, dis- 
plays, push money, demonstrators, 
prizes, fixtures, catalogs. 

(6) Need for a plan. If a seller 
makes payments or furnishes ser- 
vices, he must do it under a plan, 
formal or informal, proportionate- 
ly equal to all customers; an- 
nounced to all. 

(7) Proportionately equal terms. 
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No single way to proportionalize 
is prescribed by law. In general, 
it means equal advantages to cus- 
tomers of equal class. 

(8) Seller's duty to inform. 
Sellers must use some uniform 
means to tell all customers that 
a plan is available. 


(9) Covering all competing cus- 
tomers. Plan must not favor se- 
lected customers. It must be suit- 
able and usable, within reason, to 
all customers. 


(10) Need to understand terms. 
A clear understanding of all terms 
must be reached by seller and cus- 
tomer. 


(11) Checking customer’s use of 
payments. Seller must take rea- 
sonable precautions to see that 
services he pays for are furnished, 
and that he does not overpay for 
them. 


(12) Competing customer. Sell- 
ers may limit area of promotion 
in which participating customers 
sell. Briefly, areas may be local- 
ized. 

(13) Indirect payments. Pay- 
ments through an agent or broker 
to a third person for benefit of a 
customer may violate the law. 

(14) Meeting competition in 
good faith. Sellers charged with 
discrimination may defend actions 
by showing that services were fur- 
nished in good faith to equalize a 
competitive seller’s services. This 
is a technical defense, subject to 
important limitations. 

(15) Cost justification. Claimed 
savings in cost of manufacture, 
sales, or delivery constitute no de- 
fense to discrimination charges. 

(16) Customer’s liability. 
tomers who have reason to know 
that they are receiving payments 
or services in violation of the Act 
may be proceeded against by FTC. 


Manufacturers name new 
distributors for lines 


Clopay Corp., Cincinnati, Ohio. 
—Denemark & Morris, New York, 
ae F 


Acre-Ebbert & Associates, Los 
Angeles—Standard Screw Co., Bell- 
wood, IIl. 


—— Promotions 


Manufacturers’ New 
Merchandising Plans 








Cus- . 





Two bonuses featured 
in Disston promotion 


Disston Div. of H. K. Porter 
Co. Inc., Philadelphia, has a June 
promotion featuring free acces- 
sories with the purchase of its 
D-23 sabre saw or D-725, 714 in. 
circular séw. 

A kit comprised of a metal 
carrying case, a 10 ft lifesaver ex- 
tension cord and four blades for 
wood and metal cutting, valued at 
$12.50, will be given free with the 
purchase of the D-23 sabre saw at 
$98.50. 


A metal carrying case and two 
style “W” combination blades, 
valued at $12.85, will be given free 
with the purchase of the D-725 
saw at $84.95. 


Ridge Tool promotion 
on six new pipe tools 

Ridge Tool Co., Elyria, Ohio, is 
promoting six new pipe tools to 
consumers, to build traffic for its 
distributors and dealers. 

The promotion is six new prod- 
uct announcements that the com- 
pany is mailing to 179,000 pipe 
tool users including plumbing, ma- 
rine, railroad, petroleum and _in- 
dustrial construction and mainte- 
nance men. 


1960 Billy & Ruth book 
features 5 promotions 
(Continued from page 91) 


for children according to their age 
and interests. 


Supplementing the catalog is a 
dealer sales program brochure ex- 
plaining how to run the promo- 
tions and a stock control program 
that the dealer can use in connec- 
tion with the toy catalog. 


Window signs advertising each 
promotion and inviting customers 
in are also included in the dealer’s 
display kits. 


Want more facts? Circle 163, p. 73 > 
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Cut 
yourself - 
belmeyel 
fast 
profits = a 


WITH FABRI-KUT* “TRIMMABLE” FILTER REPLACEMENTS 
FOR WINDOW AIR CONDITIONERS ¢ Cut down on your inven- 
tory problems with a 24-pad: display carton of FABRI-KUT 
filters. elt mat olT-5 <0] anl-la-Mner-ta Meith aol 0) aol al- Mel a aalela-Mnilh<-1, replace- 
ments from each 15” x 24” x 2" stiffened pad to fit most any make 
oh MW alalo koh war-Ulmeoredaleiidielal-1aam Mal-Mel(-+- ae white, Glass fiber filter in the 


‘“sell-on-sight” plastic bag will help you CUT A FINE FIGURE in 
warm weather profits! ~— 


MAIL TODAY to: 
*T. M. Reg. US. Pat. Off. 


UNITED 
STATES 


Gentlemen: 


conditioner air filters. 


NAME 


GYPSUM 


The greatest 
name in building 





ee 
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CUT OUT this coupon to FIND OUT about FABRI-KUT filters. 


UNITED STATES GYPSUM, HA-01 
300 W. Adams Street, Chicago 6, Illinois 


Please send me information on the fast-selling 
features of FABRI-KUT replacement window air 


—___STATE 





The PENNVERNON Drawing 
Machine forms molten glass 
into sheets in a straight ver- 
tical draw. No rolls touch the 
glass surface until it has 
cooled beyond injury. This 
machine has enabled PPG to 
produce a super sheet glass 
far superior to any now pro- 
duced in the United States. 
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a new kind of sheet glass 
with remarkable freedom 


from distortion... 


PPG PREMIUM 
PENNVERNON’ 


New PREMIUM PENNVERNON. You’venever seen a sheet glass like this before. 
Tests prove it has less distortion than any sheet glass now produced in the 
United States. Its development marks the greatest advance in flat glass tech- 
nology since the perfection of the PENNVERNON process 30 years ago. 


The heart of the PENNVERNON process is the giant, ladder-like drawing ma- 
chine you see on the left. Glass, while molten, is drawn vertically up through 
the ladder. No rolls or foreign matter touch its surface until the glass has 
cooled beyond injury. The result is a sheet glass with an unusually brilliant 
unmarred surface finish, both sides, and practically no distortion. 


All PPG sheet glass manufacturing plants are equipped to produce the new 
PENNVERNON in all standard thicknesses of window and heavy sheet glass. PRE- 
MIUM PENNVERNON is available through all PPG branches and distributors. 


lp Pittsburgh Plate Glass Company 


Paints « Glass « Chemicals « FiberGlass In Canada: Canadian Pittsburgh Industries Limited 
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News About Dealers: Blackstone’s Third 
Store Has Self Service and Open Air Patio 





Sioux City, lowa — Byron 
and Samuel Blackstone have 
opened their third store 
here. BLACKSTONE’S SUNSET 
PLAZA HARDWARE AND GIFT 
STORE will be operated on a 
self-selection basis and will 
utilize a checkout station. 
An open-air patio features 
garden and lawn equipment. 


Hornell, N. Y.— Edward 
R. Coyle has taken over 
ownership of COYLE’s 
HARDWARE store on Main 
St. from his father Ray 
Coyle. The elder Mr. Coyle 
has been associated in the 
hardware business for al- 
most 50 years. 


Bellefonte, Pa. — O. A. 
KLINE HARDWARE STORE has 
been purchased by G. M. 
McCrossin. Mr. Kline, who 
is retiring, has been an em- 
ployee or an owner of the 
store for 60 years. 


Houston, Tex. Jack 
Marr, a veteran of 15 years 
in the appliance business, 


has been named manager of 
HAROLD’S HARDWARE AND 
APPLIANCE STORE. 


Salem, Ore. — Walter 
Hjelle has purchased the 
COAST-TO-COAST STORE at 
2043 Capitol NE in_ the 
Hollywood District. John 
Schumaier will be manager. 
Mr. Hjelle formerly owned 
a Coast-to-Coast store in 
Garrison. 

Muscatine, I]o0wa— Free 
gifts, special prizes and get 
acquainted bargain offers 
were features at the grand 
opening of the AHLF HARD- 
WARE store recently. Her- 
man Ahlf is the owner of 
the new store. 


Santa Rosa, Calif.—Rob- 
ert and Paul Henning, own- 
ers of the SANTA ROSA 
HARDWARE, are moving their 
business to a new location 
in Montgomery Village in 
August. The new location 
will have 5000 sq ft of floor 

(Continued on page 100) 





Philadelphia Dealers’ 


Annual Get-Together 


The recent 39th annual anniversary and ladies’ night dinner of the 
Retail Hardware Assn. of Philadelphia was attended by 150 deal- 
ers and their wives. Gifts for the women, prize drawings, and an 


evening of entertainment were features of the event. 


Officers, 


wives, and guests at the head table are (from left) Mr. and Mrs. 
Sam Clarke; Herman G. Klein, secretary; Charles Solowey, past 
president; Mrs. Charles Huff; Calvin Kaiser, president: William 
Smith, first vice-president; Mrs. Kaiser; Charles Huff, treasurer; and 


Mrs. Jay Clarke. 
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WILEY W. MORRIS 


Stowe Hardware Elects 
Morris Vice-President 


Wiley W. Morris was 
elected vice-president of 
Stowe Hardware & Supply 
Co., Kansas City, Mo. whole- 
saler. 

Mr. Morris will also serve 
as general sales manager, a 
post he has held since 1959. 
He joined the company in 
1923 and has held several 
sales positions. 


Porter-Cable Appoints 
Two to Executive Posts 


W. Dean Wallace has been 
named general manager of 


W. DEAN WALLACE 


the gasoline products divi- 
sion of Porter-Cable Ma- 
chine Co., Syracuse, N. Y. 
and Ralph H. DeRubbo has 
been appointed general ad- 
ministrative manager. 

Mr. Wallace, former presi- 
dent of Camillus Cutlery, 
joined Porter-Cable in 1959 


as director of development. 
Mr. DeRubbo, former gen- 
eral manager of sales distri- 


RALPH H. DeRUBBO 


bution and operations, at the 
Essex Wire Corp., joined 
Porter - Cable last year. 


Stephens Hardware Has 
New General Manager 


Donald Coomes has been 
appointed general manager 
of Stephens Hardware Co., 
wholesaler at Moberly, Mo. 


Mr. Coomes succeeds Ben- 
nett Haynes. Mr. Haynes 
joined the company in 1947, 
was a salesman, buyer, then 
sales manager. He is estab- 
lishing a manufacturers’ 
representative agency on 
hardware and sporting 
goods lines in the Missouri 
Valley. 


Temple Stephens, com- 
pany president, has bought 
Mr. Haynes’ interest in the 
company. 


Hy-Ko Products Buys 
Ohio Stamping Products 


Hy-Ko Products Co., 
Cleveland, Ohio, has _ pur- 
chased Ohio Stamping Prod- 
ucts Co. 


The new owners have re- 
named the firm Ohio Stamp- 
ing & Mfg. Co. The re- 
cently-acquired firm will 
continue to manufacture 
medicine cabinets, mail 
boxes, spice racks, aquari- 
ums and other metal home 
products. 
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Central States Club 
Plans 22nd Golf Party 


Central States Hardware 
Club has scheduled its 22nd 
annual golf party June 24 at 
the Mount Prospect Country 
Club, Mt. Prospect, III. 

Golf, lunch, dinner, tips, 
taxes and locker room fees 
will cost $15 for the day. 
Prizes will be given to every 
one attending. Reservations 
can be made by contacting 
the Central States Hard- 
ware Club, 1104 Dobson St., 
Evanston, III. 


LePage Names Copeland 
As Director of Sales 


Arnold A. Copeland has 
been appointed director of 
sales for LePage’s Inc. 





: “aah 
* a> ee, 
Bue: te, 


ARNOLD A. COPELAND 


Mr. Copeland will direct 
sales and merchandising of 
all LePage’s cellophane 
tapes, adhesive products, and 
transparent food and house- 
hold wrap. 





F. C. Stearns of Arkansas Breaks Ground 
For New $500,000 Hot Springs Warehouse 


Ground-breaking cere- 
monies took place recently 
at the 13% acre site outside 
of Hot Springs, Ark. for 
the proposed $500,000 ware- 
house of F. C. Stearns 
Hardware Corp. Hot 
Springs wholesaler. 


F. C. Stearns Real Es- 
tate, Inc., subsidiary of the 
Stearns firm, is budding the 
tilt-up concrete building. 
The building, 205 x 356 ft, 
will contain some 1,200,000 
eubic feet of space. An ad- 

(Continied on page 101) 


These ground-breaking ceremonies took place recently at the site of 
a $500,000 warehouse for the F. C. Stearns Hardware Corp., Hot 
Springs, Ark. wholesaler. Participants were left to right: Tom Stone, 
president of the Arkansas National Bank; Mayor Dan Wolf; Frank 
Wright, president of F. C. Stearns Real Estate, Inc., a subsidiary of 
the wholesale firm; William M. Anderson, Jr., president of the whole- 
sale corporation; Ed Wright, vice-president; and Renaford Caldwell, 


vice-president and secretary. 


NRHA to Study Turnover, Store Locations 
At Congress in Philadelphia, Jaly 10-14 


Turnover, shopping cen- 
ter stores, labor problems 
and the need for tax reform 
will be studied at the 6lst 
annual Congress of the Na- 
tional Retail Hardware As- 
sociation. 

The Congress will meet at 
the Sheraton Hotel in Phila- 
delphia, July 10 to 14. 

Here’s the program: 

Sunday: registration, 
board of governors’ meet- 
ing, dinner for NRHA of- 
ficers, directors, past presi- 
dents and their wives. 

Monday: president’s 
ception, dinner, 
ment and dance. 

Tuesday: official family 
breakfast for national, re- 
gional and state association 
officers and directors. 

Opening business session. 
Glenn W. Aspinwall, Hawk- 
eye, lowa, NRHA president 
will keynote the Congress. 

Following the _ business 
session the conventioneers 
will go for a cruise on the 
Delaware river. A _ picnic 
lunch will be served on the 
boat. Hardwaremen will 
visit the Philadelphia Navy 
Yard. 


Wednesday: breakfast for 
the ladies followed by an 
exhibit of original art by 
the Ladies Home Journal. 

Luncheon for the wives of 
association secretaries. 

Second business session. 

Evening, industry ban- 
quet, dance and floor show 
concludes the social program 
of the Congress. 


re- 
entertain- 


Thursday: committee re- 
ports and election of of- 
ficers. 

Third business session. 

Dealer speakers: 

President Aspinwall. 

Jack Mueller, Beltrami 
Hardware, Bemidji, Minn., 
and Minnesota association 
vice-president will talk on 
turnover at work. 

H. Taylor Zettler, presi- 
dent of Zettler Stores, Inc., 
Columbus, Ohio, “Shopping 
Centers-Today’s Trend?” 


Wholesaler speakers: 

Clifford P. Palmquist, ex- 
ecutive vice-president and 
treasurer of Farwell, Oz- 
mun, Kirk & Co., St. Paul, 
Minn., “Turnover Applied.”’ 


H. L. Thompson, Jr., pres- 
ident of Bostwick - Braun 
Co., Toledo, and National 
Wholesale Hardware Assn. 
vice-president, “It’s Time 
for Tax Reform.” 

Manufacturer speakers: 


E. C. Koster, president of 
Vichek Tool Co., Cleveland, 
“Building for Turnover.” 


R. Lee Waterman, vice- 
president, Corning Glass 
Works, and American Hard- 
ware Manufacturers Assn. 
vice-president, “Strength of 
the Independent.” 


Other speakers are Cal- 
vin Dean Johnson, special 
consultant for American 
Trucking Assn.; Rep. Phillip 
M. Landrum of Georgia; 
Fred Smith, management 
consu‘ant; and Dr. G. Her- 
bert True. 





J. Leven & Co. expands 
warehouse and offices 


Marking the third expan- 
sion in 10 years, J. Leven & 
Co., Irvington, N. J., whole- 
saler, has announced comple- 
tion of new offices and an 
addition to its warehouse. 

Total space of the one- 


story building now measures 
40,000 sq ft. New facilities 
include five loading docks for 
trucks, and three railroad 
car sidings. 

Modern equipment has 
been installed in the ware- 
house and offices to handle 
the larger volume and speed 
service and deliveries. 
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News About Dealers: 





(Continued from page 98) 


space, and a parking lot. 


Elyria, Ohio—Edward A. 
Thompson, recently retired 
hardwareman, has joined the 
staff of DaAy’s HARDWARE 
store. He is specializing in 
builders’ hardware. 


Lorain, Ohio — LORAIN 
HARDWARE has been  pur- 
chased by FALENCKI, INC. 
The store will continue to 
operate under the same 
name, as a subsidiary of 
Falencki, Inc. New manager 
of the store is Walter 
Belezyk. 


Johnstown, N. Y.—STE- 
WART & BERGEN Co. of Fort 
Plain has taken over the 
FERRES HARDWARE Co. John 
G. Ferres II, great grand- 
son of the founder of the 
107-year old firm, will re- 
main under the new owner- 
ship. He has been president 
since 1935. 


Riverside, N. Y.—A new 
building with 5000 sq ft of 
space recently was opened 
here by SNITZER_ BROs. 
HARDWARE STORE. The new 


building is part of a $150,- 
000 expansion program by 
Joe and Dave Snitzer, who 
have been hardware dealers 
for the past eight years. 


St. Charles, Mo.—Visitors 
at the grand opening of the 
MELCHER-SCHENE HARDWARE 
AND LUMBER Co., in the 
Hawthorne Hills Shopping 
Center, were invited to reg- 
ister for a $10,000 vacation 
cottage. Ed Schaefer is 
manager of the new store. 
Al Saettle is his assistant. 


Chicago, Ill. — QUALITY 
HARDWARE store has been 
taken over by Millie and 
Frank Sykora. The newly- 
remodeled store features 
self service shopping. 


Clarinda, lowa — The 
CLARINDA HARDWARE CoO. 
been purchased by the own- 
ers of the SECKINGTON 
HARDWARE, Creston. Keith 
Stickleman is the new man- 
ager of the store. Louis 
Wells and William Meirs 
were the former owners. 


Roseburg, Ore. — George 
West has combined his hard- 
ware store with his appli- 
ance store and his boat de- 
partment under the name of 
UMPQUA VALLEY. 





News of the Trade 


brief reports of 


MANUFACTURERS SALESMEN 


e M & D Store Fixtures, City of Industry, Calif.—James 
H. McCutcheon from New York and New England to 
northeast region sales manager; J. A. Colenbaugh from 
northern California to northwest region sales manager; 
Ralph H. Ryner to Midwest regional sales manager; 
Randolph L. Sperling from George S. May Co. to eastern 
division; Albert H. Church to eastern division; George E. 
Herhold from Streater Store Fixtures to head the special 
products division. 


@ Russell & Erwin Div., American Hardware Corp., New 
Britain, Conn.—F rank N. Carleton, Jr. to Washington, D. C. 
and Maryland with headquarters in Washington; John E. 
Saltus to North and South Carolina from Albermarle, N. C. 


@ Savogran Co., Norwood, Mass.—Paul Schleifer to district 
manager in the Chicago, Ill., and Wisconsin territory from 
Elmhurst, Il. 


@ Stanley Hardware Div., Stanley Works, New Britain, 
Conn.—John L. Matteson from Globe Stamping Div., Cory 
Corp., Cleveland, to northern Ohio and Michigan area; 
B. Daves Rossell from the sales department to architectural 
representative for builders’ hardware sales in the New York 
metropolitan area. 


@ Grabler Mfg. Co., Cleveland—Douglass B. Williams, Jr., 
from Wheeling Steel Corp., to manager of the New York 
branch succeeding Thomas P. Layer, retiring after 36 years 
with the company. 


@ Weller Electric Corp., Easton, Pa.—Samuel E. Seaver 
to service accounts and act as missionary man in Nebraska, 
Kansas, Iowa and Missouri. 








NEW — AUTHORITATIVE— COMPLETE — HARDWARE AGE 
BUILDERS’ HARDWARE HANDBOOK 


by Adon H. Brownell, A. H. C. 


All the basic facts about Builders' Hardware presented in simple, easy to understand language. 
Detailed description of functions—applications—specifications and estimating. 


234 pages 
385 illustrations 
8'/2""x 11" clothbound 





Hardware Age, Dept. Al 
56th & Chestnut Sts. 
Philadeiphia 39, Pa. 


Name 


Address 
- ee 


handling and postage charge. 





Please send me... copies of HARDWARE 
AGE BUILDERS' 
BOOK by 
| will send payment upon receipt of the 
invoice in the amount of 
plus 45 cents handling and postage. 
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Check here if sending payment with order, saving you the 45 cents 


HARDWARE HAND- 


Adon H. Brownell, A.H.C. 


$8.00 per copy, 





8 00 


Skillfully organized and easy to understand, this exclusive 
handbook provides the information necessary to operate a 
basic builders’ hardware business at a profit. Not since the 
publication of “Taking the Mystery Out of Builders’ Hard- 
ware" by Mr. Brownell, in 1940, has there been made avail- 
able in one source so much practical, down-to-earth informa- 
tion about the builders’ hardware business. 


Recommended by 
National Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 
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news in brief of 


MANUFACTURERS AGENTS 


@ Archibala & Millie, Denver, Colo.—Ralph L. Millie and 
John W. Archibald have joined their companies into this 
new manufacturers’ representative company, with offices 
at 1863 Wazee St., covering the Rocky Mountain territory. 
Before becoming a manufacturers’ representative two 
years ago Mr. Millie was with Black & Decker Mfg. Co. 
Mr. Archibald has been a representative for 11 years. 


@ Marine Products Div., Sunset Line & Twine Co., Peta- 
luma, Calif.—Pacific Northwest-Western Canada territory 
to J. B. Hickman Co., Seattle. 


@ Village Blacksmith Div., General Metals Corp., Water- 
town, Wis.—Washington, Oregon and western Idaho to 
R. H. May Co., Seattle, for the garden tool line. 





Myers & Bro. Is Sold 


cellent research and develop- 
ment experience as an effec- 


To McNeil Engineering 


The F. E. Myers & Bro. 
Co., Ashland, Ohio, has been 
sold to McNeil Machine En- 
gineering Co., Akron, Ohio. 

Myers will continue the es- 
tablished marketing policies 
of the company under the 
new ownership. 

“McNeil can offer greater 
financial resources and ex- 
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tive foundation for achieving 
growth,” E. M. Myers, vice- 
president in charge of sales, 
explained to wholesale and 
retail accounts. The company, 
he pointed out, plans to in- 
crease its share of the mar- 
ket and to grow through new 
product lines. 

The Myers company makes 
and sells pumps, water sys- 
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News of the Trade 


tems, power spraying equip- 
ment, and water conditioners. 
The company is 90 years old. 
MeNeil’s principal business 
is making machinery for the 
rubber industry. 


H. K. Porter Acquires 
Allied Paint Mfg. Co. 


H. K. Porter Co., Pitts- 
burgh, Pa., has acquired the 
assets of Allied Paint Mfg. 
Co., Tulsa, Okla. 

Allied has become the 
Tulsa Works of the paint 
division of Porter. Aijinslie 
Perrault, president of Al- 
lied, will operate it as man- 
ager, with no major changes 
in the present staff and sales 
organization. 


Spectro-matic Group 


An expanded promotional 
program for the remainder 
of this year was covered by 
the Spectro-matic Associates 
organization at its recent 
meeting in Seattle. Paint 
makers from many parts of 
the country were _ repre- 
sented. 





F. C. Stearns Starts 
Its New Warehouse 
(Continued from page 99) 


ditional 50,000 square feet 
will be enclosed for outside 
storage and trailer parking 
space. Offices and display 
room will contain some 8,000 
square feet of floor space. 

Other features include 
loading accommodations to 
handle nine trucks simul- 
taneously and parking facil- 
ities for 100 cars. 

Offices will include a snack 
bar, fireproof vault, a cata- 
log assembly room, confer- 
ence room, display room and 
individual offices for all buy- 
ers. 

The new plant 
ploy all modern 
materials handling devices. 


will em- 
types of 


Bersted Is President 


Alfred Bersted, executive 
vice-president since 1957, 
was elected president of Mc- 
Graw-Edison Co. He suc- 
ceeds Max McGraw who 
held the position for 60 
years. 
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Want more facts? Circle 165, p. 73 
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MARSHALLTOWN TROWEL COMPANY ~- 


Want more facts? Circle 166, p. 73 
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Dealer Learns How to Stop a Walk-Out; The 
Profit Paid For His Sales Training Course 


There’s a home owner 
some place around Cleve- 
land pushing a power mower 
that he bought because a 
hardware dealer was prac- 
ticing his home work in a 
course on retail selling. 

This home owner was 
about to walk out of the 
Store because he’d “think 
about it.’’ The dealer 
dredged up something he’d 
learned that week in the 
course, applied it to this 
“T’ll buy later, maybe, cus- 
tomer,” and converted a 
walk-out into a sale. 

Since the dealer was pay- 
ing for the course, the profit 
on the mower sale defrayed 
expenses. 

The dealer is one of 18 
dealers in Cleveland, Ohio, 
out to sell more hardware. 
They’ve just finished a ba- 
sic course on retail sales- 
manship. 

The American Training 
Institute, Cleveland, gave 
the course. M. E. Rogat, di- 
rector, proposed the course 
at a meeting of Hardware 
Associates dealers. Hard- 
ware Associates is the group 


in a dealer-managed joint 
advertising program spon- 
sored by W. Bingham Co., 
Cleveland wholesaler. 

The 18 dealers met for 
three hours each Wednes- 
day evening starting May 
11. The course took up the 
basic elements of selling. 
Mr. Rogat used flip cards to 
discuss opening a sale, prod- 
uct knowledge, how to close 
a sale, and other topics. 
Dealers then practiced points 
taught by simulated sales- 
man-customer sales contacts. 


Kennatrack Elects 
Bard Vice-President 


Robert E. Bard has been 
elected vice-president and 
general manager of the 
Kennatrack Corp., Elkhart, 
Ind. 

Mr. Bard has been admin- 
istrative assistant to the 
vice-president of the build- 
ers and industrial division 
of Ekco Products Co., par- 
ent company of Kennatrack 
since he joined the company 
last year. 


OBITUARIES 








Theodore E. Wiedenbeck 


Theodore E. Wiedenbeck, 
92, board chairman of 
Wiedenbeck, Dobelin and 
Co., Madison, Wis., whole- 
saler died May 17 in a Madi- 
son hospital after a long 
illness. He and his partner 
founded the company 65 
years ago. Mr. Wiedenbeck 
had also been a former 
president of Madison Hard- 
ware Co., Madison whole- 
saler. Theodore Jr., a son, 
is now president of the 
company his father founded. 


Harold H. Horn 


Harold H. Horn, 52, pur- 
chasing agent for Vonnegut 
Hardware Co., Indianapolis, 
Ind., died May 19 in Com- 
munity Hospital. He had 
been with the firm 37 years. 


Mrs. Hannah Simon 
Mrs. Hannah Simon, hard- 
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ware store dealer, died May 
22 in Mid-Valley Hospital, 
Peckville, Pa., after a brief 
illness. She had operated 
the Louis Simon Hardware 
Store, Dickson City, for the 
past 14 years since her hus- 
band’s death. 


William S. Speir 


William Stuart Speir, 75, 
former eastern branch man- 
ager for Lufkin Rule Co., 
died May 8 at his home in 
Cazenovia, N. Y., after a 
long illness. He was in the 
hardware business with his 
father. Then in 1921 he 
joined Lufkin Rule, and re- 
tired in 19651. 


Harry L. Levensten 


Harry L. Levensten, 61, a 
wholesale hardware mer- 
chant, was killed May 10 in 
an auto accident in Perry, 
Fla. He was founder and 
owner of the National Tool 
& Chest Co., Chicago, Il. 


1960 


News of the Trade 





Savogran Co. Appoints 
Crippen Sales Manager 


Edward P. Crippen has 
been appointed sales mana- 
ger of Savogran Co. 

Mr. Crippen eight years 
ago was appointed district 
manager for the company. 
In 1956 he was appointed 
field manager. 


EDWARD P. CRIPPEN 


Keuffel & Esser Move 


Keuffel & Esser Co. is 
moving to 15 Park Row 
from 127 Fulton St., New 
York, late in June. The 18,- 
000 sq ft of floor space on 
three floors, formerly occu- 
pied by Patterson Brothers 
hardware store, is being 
modernized. 


Henry J. Parsinen is the recently 
appointed assistant general man- 
ager of Our Own Hardware Co., 
Minneapolis dealer-owned whole- 
saler. He continues as vice-presi- 
dent. (See HA, June 2, p. 113.) 


Frank Hepperla Retires 


Frank V,. Hepperla, for- 
mer eastern regional sales 
manager of Hamilton Beach 
Div., Seovill Mfg. Co., Ra- 
cine, Wis., has retired after 
almost 40 years in the field. 
He was a district sales man- 
ager with headquarters in 
New York City from 1931 
to 1937 when he was named 
eastern regional sales man- 
ager. He was honored re- 
cently at a dinner given by 
the company. 





Julius S. Butterfield 


Julius S. Butterfield, 87, 
an employee for 32 years of 
the Belknap Hardware Co., 
Louisville, Ky., wholesaler, 
died May 16 in the Masonic 
Home, Veechland, Ky. He 
retired in 1941. 


Archer Lloyd Fuller 


Archer Lloyd Fuiler, 79, 
veteran hardware dealer, 
died May 15 in a Danville, 
Va., hospital. 


James W. Chambers 


James Washington Cham- 
bers, 80, who operated a 
hardware store for 50 years, 
died May 27 at the Wash- 
ington, (Pa.) Hospital. 


Robert E. Spoerl 


Robert E. 
president of Spoer! 
ware Co., Hamilton, 
died May 18. 


A. J. Krantz 


A. J. Krantz, 86, retired 
president of Reeves Steel 
and Mfg. Co., Dover, Ohio, 
and a director of Empire- 


Spoerl, 665, 
Hard- 
Ohio, 


Reeves Steel Corp., died 
May 17 in Dover, Ohio. Mr. 
Krantz retired in 1959 after 
more than 58 years of ser- 
vice. 


Edward A. Reinke 


Edward A. Reinke, re- 
tired buyer and a director 
of Janney, Semple, Hill & 
Co., Hopkins, Minn., died 
May 14. He retired in 1952. 


Harold W. Clark 


Harold W. Clark, 63, 
owner of a hardware store 
for 35 years, died May 15 
en route to a hospital after 
suffering a heart attack in 
his Henrietta, N. Y., home. 
He operated the store with 
his son George. 


William J. Page 


William J. Page, 69, re- 
tired hardware dealer, died 
May 15 at his home in De- 
Land, Fla. 


Ezra Hackley 


Ezra Hackley, 84, opera- 
tor of a hardware store for 
50 years, died recently in 
Earl Park, Ind. 








First Vice-President 
Elected at E Z Paintr 


Arnold W. Brumm, vice- 
president of sales, E 
Paintr Corp., Milwaukee, 


ARI'OLD W. BRUMM 


Wis., has been elected first 
vice-president. He will con- 
tinue as chief sales execu- 
tive. 

John L. Touchett, sales 
manager of E Z Paintr’s 
Black Panther Tool Co., has 
been elected a director. 





Dates Announced For 
Wholesalers’ Shows 


Beck & Gregg Hard- 
ware Co., Annual Fall 
Merchandise Show, 
Sept. 4-7, at company 
offices, 217 Luckie St., 
Atlanta, Ga. 


Bigelow & Dowse 
Co,. Fall Merchandise 
Show, Sept. 11-12, at 
company offices, Need- 
ham Heights, Mass. 


J. A. Williams Co., 
Merchandise Fair, 
Aug. 28-31, at Syria 
Mosque, Pittsburgh, 
Pa. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar beginning on page 











J. M. Warren & Co. 
Buys Sperry Supply 
J. M. Warren & Co., Troy, 


through the Warren firm ex- 
pects to expand the Sperry 
Line oi: products to include 
all lines presently sold by 
Post. All operating person- 
nel of Sperry are being re- 
tained. 





News of the Trade 


Pittsburgh Plate Names 


John F. Green has been 
appointed general manager 
of Pacific Coast Operations, 
paint and brush division of 
Pittsburgh Plate Glass Co., 
Pittsburgh, Pa. Mr. Green, 


former manager of the Ditz- 
ler color division in Detroit, 
succeeds Herschel E. Post, 
now serving as consultant 
for Pacific Coast Operations 
until his retirement in No- 
vember. 





Ace Executives Attend Annual Meeting 


Plans and programming for the rest of the yea 


r were announced by Richard Hesse, seated center, presi- 


dent of the Ace Hardware Corp., Chicago, Ill., to the group attending the annual executive meeting of 
the corporation. The group met at the Lake Shore Club in Chicago recently. 


Morley-Murphy Co. Sponsors Dealer Show in Green Bay, Wis. 


. 2 


N. Y. wholesaler, has pur- he, 


chased all capital stock of 
Sperry Supply Corp. The 
Warren firm was 
acquired by Herbert A. Post, 
Inc., New York distributor 
of packaging and shipping 
materials. (See HA, Mar. 
24, p. 181.) 

The Post organization 


recently © 
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1,000 stores were represented at the Dealer Get-Together 
Bay, Wis., wholesaler, recently. It was held 


ant 

sponsored by Morley-Murphy Co., 
in the Brown County Veterans Memorial Arena 
125 manufacturers had a total of 13! booths. New merchandise, Bargain Alley, special priced 


merchandise and demonstrations were features of fie two-day event. Visitors were given a gift and a 
hospitality dining room was run continuously. 
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Classified Opportunities Section 





EXCELLENT OPPORTUNITY 


0. Ames Company, long established, expanding 
manufacturer, needs several men, experienced in 
the wholesale distribution field. SOLID EXPERIENCE 
AND SALES DRIVE AMBITION ARE A MUST. Excellent 
opportunity for young, energtic, creative salesmen. 
Salary, incentive bonus, car and expenses. If 
qualified, please send complete business and per- 
sonal resume and photograph to 


0. AMES COMPANY, Dept. FJ 


P. ©. Box 1580, Parkersburg, West Virginia 








SALESMEN WANTED 


Calling on Hardware Jobbers, Furniture Manu- 
facturers, and Lumber Supply Dealers to represent 
us for the sale of Bolts, Screws, and Nuts on Com- 
mission Basis. State experience, references, 

now handled, and territory covered in first letter. 


Box E-1!4. ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


lines 








REPRESENTATIVE WANTED 


Exclusive line of garden, hardware and 
building specialties. Established adver- 
tised lines are versatile for all types of 
jobbers. State qualifications, lines carried 
and territory covered. 


Box F-24, ¢/o HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALESMEN WANTED 


Salesmen, now calling on distributors, wanted to 
carry a fast moving line of contact cements and other 
adhesives. Openings available in most territories. Our 
salesforce has been advised of this ad. Liberal com- 
missions. 
Box F-23, e/o HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVE 


or salesman calling on hardware dealers. Fine 
line Solingen cutlery at sensible prices. Pro- 
tected territory. Commissionable. State cage 
and other lines carried. 


BONZER, INC. 


P.O. Box 5902, Jacksonville 7, Florida 








MANUFACTURERS’ REPS.—WANTED 


Now calling on Hardware Jobbers, Department, 
Variety and Chain Stores. Unusual line of soldering 
irons, featuring high quality, low prices, and attrac- 
tive bag display packaging for impulse buying. Some 
territories still open. lrite for information, giving 
full particulars, including 
territories covered. 
Box F-41, e/eo HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


background, fields and 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, Hardware 
Stores and Lumber Yards, etc. Give all particulars 
first letter, all inquiries held strictly confidential. 


Write: 
MAJESTIC BRUSH MFG. CORP. 
210 West 29th St., New York | 





REPRESENTATIVES WANTED 


Excellent line of signs for rural mail boxes, lawn 
posts, front doors, ete. Fast sellers in beautiful dis- 
plays. Every retail store a prospect. Repeat business, 
including mail orders, is a natural. New York State, 
Rhode Island, Mass., Vermont, N. H., Maine avail- 


able. 
Box F-32, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa 











PLUMBING SALES REPRESENTATIVE 
WANTED. Manufacturer and Distributor cf 
Plumbing Products desire a Commission Repre- 
sentative with related lines for North Carolina, 
South Carolina, Pennsylvania, Florida, Western 
New York, Illinois, and New England States, 
one who is now calling on Rated Plumbing and 
Heating Contractors—Hardware Establishments 
—Farm and Home and Building Supply Stores. 
We have active and established accounts in vour 
area. Our products include Bath and Kitchen 
Brass Fixtures—Globe and Gate Valves—-Copper 
Tubing—Steel and China Tubs—Sinks—Lavora- 
tories and Closets and Iron, Brass and Copper 
Fittings. State experience covering sales of these 
products, territory covered and references. Con- 
fidential. Box F-36, c/o Harpware Acer, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





WANTED EXPERIENCED CUTLERY 
SALESMEN to sell our line in Iowa, Nebraska 
and South Dakota. Attractive proposition for the 
right man. Write giving full background to 
Queen Cutlery Company, 10 Commerce Court, 
Newark 2, New Jersey. 





SALESMAN TO TRAVEL TERRITORY 
Pennsylvania, Maryland, New Jersey and Wash- 
ington, D. C. Hardware experience required. 
Salary and quarterly bonus. Send resume and 
reference to Box F-29, c/o Harpware AGE. 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 





REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl and mother 
of pearl covered closet seats. All types Industrial 
hose including hose for automatic washers. Box 
C-30, c/o Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representa- 
tives calling on the retail trade in hard- 
ware, department, variety and chain stores. 
Item has excellent repeat business! Good 
commissions. Write, giving territory and 


background. 
MIDWEST PLASTICS INCORPORATED 
St. Paul 6, Minn. 


208 Bates Avenue 











SALESMEN with following among hardware 
trade to represent leading plumbing supply job- 
ber. Line tailor-made for hardware trade. ull 
or side line. High commission. We issue cata- 
logs. Territories open—Chambersburg, Pa.—Al- 
toona, Pa.—North and South Carolina—Syra- 
cuse, Y., areas. Give full particulars in first 
letter. Box F-27, c/o Harpwarr Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





MANUFACTURER’S AGENT, calling on re- 
tail paint, hardware, lumber and sporting goods 
dealers. Our products are store fixtures and dis- 
plays. Since 1891, we’ve specialized in _build- 
ing quality equipment. 10% straight commission. 
Advise lines now carried and territory served, 
with complete resume. Write Box 233, Mont- 
pelier, Ohio. 








REPRESENTATIVES WANTED—ESTAB- 


LISHED MANUFACTURER has territories 
open for representatives who call on hardware, 
garden farm supply, electrical and photo supply 
houses. Opportunity for steady high volume 
business. Please state references, territory cov- 
ered, and lines handled. Box F-33, c/o Harp- 
ogg Ace, Chestnut & 56th Sts., Philadelphia 
, eas 


REPRESENTATIVES WANTED FOR 
WHOLESALE and retail accounts to sell pat- 
ented Utility and Self Locking Rope Hooks. 
Commissions high and steady. Not a line but 
two items that are new, different and high]: 
saleable. An ideal extra for established reps. 
For details write Handell Hook Company, 8811 
Garfield Blvd., Cleveland 25, Ohio. 





ACCOUNTS WANTED 


We are manufacturers of a line of sheet 
metal specialty items and Manufactur- 
er’s Representatives presently selling 
Wholesale Distributors of Sheet Metal, 
Heating, Hardware, Air Conditioning, 
Lumber, Industrial and Mill supplies. 
Presently selling in Illinois and sur- 
rounding states from our own central 
warehouse point. Full facilities to rep- 
resent you or, if you do not have a dis- 
tributor arrangement, can we reduce 
your overhead and better the avail- 
ability of your product by performing 
any stocking or service aid for you. 
Please reply by mail only. 


PROFIT PRODUCTS CORPORATION 
104 E. ST. CHARLES ROAD 
LOMBARD, ILLINOIS 


MICHIGAN and TOLEDO OHIO 


Dynamic and Established Agency wishes challenging 
position as agent for one additional line by aggres- 
sive Manufacturer manufacturing products of House- 
wares, small Electrical Appliances or Lawn and 
Garden. QUALIFICATION aggressive coverage with 
merchandising program by established organization. 


Box E-17, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














ACCOUNTS WANTED 


Manufacturer's Representative interested in 
Christmas line, also staple items for chain, 
syndicate buyers, jobbers and large retail 
outlets. Excellent following in New Jersey, 
New York City, Eastern Penna. 


Box F-!7, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
NOW A 4th “‘SELLING' MAN ADDED . 
to BOBROW-LEWELL Associates, 814 Broadway, 
New York 3, New York. ORegon 4-4540 
WE GET RESULTS 











AGGRESSIVE, REPUTABLE MANUFAC- 
TURERS’ REPRESENTATIVE open for addi- 
ti ware, Housewares or Garden line for 
Metropolitan N. Y.-N. J. Have strong, well es- 
tablished following among Hardware, Housewares 
and Garden Wholesalers, Rack jobbers, Chains 
and Catalog houses. Thorough know-how promot- 
ing, marketing lines for utmost potential. Box 
F-18, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


MANUFACTURERS AGENT 12 years’ ex- 
perience now handling AMF Wheel Goods in 
Pennsylvania, Delaware, Maryland, Washington, 
D. C., Virginia and West Virginia desires one 
additional volume line. Garden Supply lines pre- 
ferred. Intensive and consistent coverage guaran- 
teed. Box F-39, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


MANUFACTURERS REPRESENTATIVE 
SUBSTANTIAL FOLLOWING of Garden Sup- 
ply, Hardware, Housewares Distributors and vol- 
ume users desires top quality line for MARY- 
LAND, THE DISTRICT OF COLUMBIA and 
VIRGINIA. Box F-40, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


ATTENTION, TOOL MANUFACTURERS 
AND MANUFACTURERS of Builders Hard- 
ware! Are you looking for conscientious and 
aggressive coverage in New England? Factor 
representative selling hardware jobbers and build- 
ing materials suppliers in all six New England 
states seeks two or three more lines. Box F-26, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


WANT SALES RESULTS? We get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Wrrite Box A-10, c/o 
Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 























BUSINESS OPPORTUNITIES J BUSINESS OPPORTUNITIES [MON BTIt+G) Mann Pm hn imaree ie erent 


location. Will inventory approximately 
$175 month rent, 5-year lease avail- 


PROFITABLE WANT WHOLESALE SALES EXECUTIVE .. Established 15 years. For further informa- 


tion write Wardlow Hardware, 1150 E. Wardlow 
Paint Dealership available in your own community UNUSUAL OPPORTUNITY Road, Long Beach 7, Calif. 
Low investment. Minimum inventory includes bases , aan . 
for all ye ned finishes, universal colorants, fast, We are seeking an ambitious hard working 
economical color system. Dealership supported by dy- man capable of executive leadership combined 
og yee oares peemetion program. Per with Samah sales ability for small Florida HELP WANTED 
Box F-35 . HARDWA Distributor. Some knowledge of Builders Hard- 
Chest > 0 RE AGE ware needed. Liveable salary to start. Com- ASSISTANT SALES MANAGER wanted 
estnut & S6th Sts., Philadelphia 39, Pa. mission arrangement with an opportunity to for medium sized Eastern Manufacturer. Age 
buy into business if man proves his ability. 30-40. Must have extensive builders’ hardware 
Such a man can become its President. A rare background. Advise education, experience, etc. 
TO BUY or SELL opportunity for the right man. We are in- Box F-34, c/o Harpware Acez, Chestnut & 56th 
terested in securing the right man. Financial Sts., Philadelphia 39, Pa. 
A HARDWARE BUSINESS interest secondary. Have profitable operation, 
Call or Write good organization, excellent future. If inter- 


ested write Box F-37, c/o HARDWARE AGE 

DAVID JARET CORP. Chestnut & 5Séth Sts., Philadelphia 39, Pa. POSITIONS WANJZED 
150 Montague St. Brooklyn, N. Y. Giving your experience, background of family, 
ULster 2-5600 Est. 37 Yrs age and present income. All replies will be SALES MANAGER NATIONALLY DIS 
: : kept confidential. TRIBUTED LINE of wire products to whole 
sale hardware, builders supply, mill supply, 
plumbing supply, and fastener jobbers seeking 
Opportunity with manufacturing concern located 
SPECIALTY JOBBERS MANUFACTURERS REPRESENTATIVES West Coast or Mid-west. Background in prod 
—Established manufacturers representa- uct design, development, and manufacturing, cost 
i for an additional lucrative line? tives, traveling from Maine to Virginia, analysis, pricing, packaging, sales promotion, 

with sharons expanding larket now has industrial and hardware lines market research, advertising, sales training, and 
on our reuiiasie Assortments 3 due to civersification of present factories general management. Box F-30, c/o HaRDWaRE 
inver wee Rone pa ah andy | me Invites inquiries from two young men in- Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


, terested in entering this business Must 
our full Sul port and cooperation , p ‘ = — — 
be personable, aggressive, responsible, and 


SHARON BOLT & SCREW CO., INC. willing to travel “MANU FACTURER REPRESENTATIVE or 

Endicott St.. Norwood, Muss Box F-31, e/e HARDWARE AGE RIGHT HAND man desires either top line or 
Chestnut & 56th Sts., Philadelphia 39, Pa. wholesale or retail sales. Former store owner 
ex-Air Force officer. Pleasing personality and ap 


pearance. Will relocate or travel anywhere. Ex- 
RETAIL HARDWARE FOR SALE HARDWARE, ELECTRICAL AND PLUMB perienced inside and outside selling. Good ad- 


Average gross—$180,000 Has earned 20% ING Supply Store. Approximately 80% Indus ministrator, ambitious, family man. Best of ref- 
annually on investment after partners and em- trial supply business 20% retail. Established and <Trences. Excellent -dministrative abilities. Avat- 
ployes salaries. 5000 sq. ft. Neat Display continually in business for over 60 years in same able immediately. _ Box F-28, c/o Harpware AGE, 
Area. Industrial payroll. Rapidly expanding cation. Will. also, sell building or long term Chestnut & 56th Sts., Philadelphia 39, Pa. 

Louisiana City-—-Inventory and fixtures approxi lease. Located in heart of Chicago on the "South — a —— 
mately $50,000. west side. Box FE-29, c/o Harpware Acer, Chest W HOLESALE—RETAIL MANAGER FOR 


Bex F-10, c/o HARDWARE AGE nut & 56th Sts., Philadelphia 39, Pa = 6 years seeks association wtih aggres 
Chestnut & 56th Sts., Philadelphia 39, Pa rdware Company. East Coast only. Box 
, c/o Harpware Ace, Chestnut & 56th Sts.. 


> > 
BELIEVE IT OR NOT! For less than 5¢ OWNER OF CONTRACT BUILDERS Philadelphia 39, Pa 
each, you can buy as few as three dozen key HARDWARE BUSINESS will turn over the ‘ 
blanks beautifully embossed with your some and operation on a plan which will require practically HARDWARE MAN WITH 28 YEARS of 
address in permanent raised letters. Write for no investment. Has been very successful cover- wholesale and retail experience. Ability to act in 
free bulletin #858. HAZLETON CHAIN CO. ing construction work and _is well known. Has administrative capacity in either wholesale or re- 
(manufacturers of key blanks and sash chain), 81 only major lines. Box F-38, c/o Harpware tail hardware. Box D-17, c/o Harpware Ace, 
Kemble St.. Roxbury 19, Mass. Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. Chestnut & 56th Sts., ‘Philadelphia 39, Pa. 


Make PLUS SALES 
to BARBECUE TRADE At 


WITH GREASE ABSORBENT 


GRAVELetts” 


for Grill Fire Bed 
® Absorb Grease Drippings AVAILABLE 
*® Allow Fire to Breathe THROUGH YOUR 
® Protect Fire Box; Keep it Clean DISTRIBUTOR 


® Provide Level Fire Bed, Nationally 
Hotter Fire Without Flame-up Advertised 


Van Nuys, California LOWE'S, INC., Dept. 653, Cassopolis, Mich. 
STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS O-P-O-~2-O-~ i Rd dee Dede Ae Dedede de de dd dh 
Want more facts? Circle 168, p. 73 Want more facts? Circle 170, p. 73 











America’s Leading Business B:oke: 





















































STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 


AN [EXCLUSIVE] 
FOR THE 
98¢ TABLE 
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POD 











icarded| 


Ask Your Jobber. Or Write TEC IMPORTS 
15001-03 Califa 





STICKLEBACK SELLS—SELF SERVICE—STICKLEBAC® SELLS 
ST19S KOVEIDOUS—BIANIS 19S-—-S713S XO VEITIOUS 
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onan 











* WORTH REMEMBERING! Quality for over 25 years! 


PLASTIC ALUMINUM ||{ orm 


MONTH 
The number one Ay in the nation's 


An 18" x 10/2"" x 13° LIFT-OUT 
TRAY TOOL BOX. Made of 
deep drawn one-piece water- 
proof steel body. Has all of | 
the SIMONSEN features in- ; 
cluding — rg signe 180 DL 
vous piano hinges in durable 
THE WOODHILL CHEMICAL co. Re baked enamel finish. Espe- 
os cially good for Plumb- SIMONSEN | 
“The mother-in-law approved line” ers and Steamfitting NDUSTRIES, INC. 


sik tinttian $4. Cite MECHANICS mechanics. 1414 S. Michigan Ave., Chicago 5, Ii1, 
Ot eee le a 
Want more facts? Circle 169, p. 73 Want more facts? Circle 171, p. 73 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Aladdin Industries, Inc. ......... 38-39 
Allied Wheel Products, Inc. 


Aluminum Co. of America 
Pigment Division 


American Chain Division 
American Chain & Cable Co... 


American St. Gobain Corp. 
Animal Trap Co. of America ... 


B 
Bethlehem Steel Co. 


Cc 


Campbell Chain Co. 
Celanese Corp. of America 
Champion DeArment Tool Co. 


C. F. Church 
Div. of American Standard ... 


Columbian Rope Co. 


D 


Dearborn Stove Co. 


Delta Power Tool Div. 
Rockwell Mfg. C 


Devcon Corp. 
DeWitt Products Co. 


Disston Division 
H. K. Porter Co., 


Edwards Co., | 
Elco Tool & Screw Corp. 


F 
Fitler Co., Edwin H. 
G 


Goodell Company 


Gottschalk Metal Sponge Sales 
Corp. 


Griffin Manufacturing Co. 


H 


Hodell Chain Co. 
National Screw & Mfg. Co. ... 


Hoppe, Inc., Frank A. 


K 


Kedman Company 
Klein-Logan Co. 


L 


Lauson Engine Div. 
Tecumseh Products Co. 
Libbey Owens, Ford Glass 
Co., Window Glass Div. 


Lowe's, Inc. 





| tufiln Rule Co. 





M 


Mansfield Sanitary, Inc. 
Marshalltown Trowel Co. 
May Ma-Crepe Co., 

Mayes Bros. Tool Mfg. Co. 
Maze Co., W. H. 

McGill Metal Products Co. 
Miller Co., Inc., Robert E. 
Minnesota Mining & Mfg. Co. 


N 
National Screw & Mfg. Co. 
Hodell Chain Co. 
Nicholson File Co. . ag en eee 
North & Judd Mfg. Co. we 


P 


Ba 6 AES ee 19, 20 
Parker Hardware Mfg. Corp., S. 84 
Penn Fishing Tackle Mfg. Co. 
Pennsylvania Refining Co. 
Gumout Division 
Pioneer Gen-E-Motor Corp. 
Pittsburgh Plate Glass Co. 
Pennvernon Division 
Porter Co., Inc., H. K. 
Disston Division 
Pro Hardware, Inc. 


Red Devil Tools 


Remington Arms Co., Firearms 


E. |. DuPont de Nemours & Co. 28. 


Republic Steel Corp. 
Ridge Tool Co. 
Rival Mfg. Co. 


Rockwell Mfg. Co. 
Delta Power Tool Division . 


Rodale Mfg. Co. .. 





s 


Sager Weatherstrip & Calting 
orp. 

Samson Cordage Works 

Sandvik Saw & Tool Div. 
Sandvik Steel, Inc. 

Savage Arms Corp. 
Firearms Division 

Savogran Co. 

Scharf Mfg. Co., J. H. 

Shelby Spring Hinge Co. 

Shelby Metal Products Co. 

Simonsen Industries, Inc. 

Stanley Works 

Star Metal Products Co. 


Tec Imports 

Tecumseh Products Co. 
Lauson Engine Division 

True Temper Corp. 

Turner Corp. 


Union Malleable Mfg. Co. 

United States Gypsum Co. 

United States Rubber Co. 
Cycle Tire Dept. ... 


Ww 


Washburn Co. 

Weber Showcase & Fixture Co.., 
ee me af 

Will-Burt Co. Ko 

Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 
Yardley Plastics Co. .. 


Zz 


Zinsser & Co., Wm. 





Put this hard-hitting display to work for you 





Se an RN PDEA RN 


RR tc sopeeeeeeeeostee ee HIPO RRR 


Selling Unconditionally Guaranteed QUICK WEDGE 


SCREW-HOLDING screwdrivers 


Nationally Advertised in 8 National Magazines 


ORDER TODAY — We'll Invoice Your Jobber 


KEDMAN CO., 233 So. 5th West, Salt Lake City, Utah 


. Gt 9 
Origa WEDG: 


vd PE W “NoLoing 











Original 
3 Prong Glides 


Set of 4 in a 

3-color Display 
Box, 12 Boxes 

in Carton. 











BAKELITE FURNITURE — 


Wonderful for all WOOD and METAL Furni- 


ture. Glide Softly, Silently, Smoothly 





ROBERT E. MILLER & CO., 


. } 
cx Remco bakelic New 


€ Furniture Kests <> 
. « we 2 % ; 


compact 
sales. 


and 
A size and style 


“color-full'' pack- 
ages for greater sales. 
All of the Glides il- 
lustrated are 
4 to a set, 


packed 
for fast, 
easy 


to suit every purpose. 


Stock our complete line. 


“Bakelite Furniture Rests 
‘with universal socket. 


Drive on type Bakelite 


Genuine 
Rubber Cushion 
Glides 


12 cards in 
3 color 
Display box. 
4 Glides to 
a card. 

Case hard- 
ened steel. 


Furniture 


Rests, with needle point nail. 


Ask your jobber or write 


1, Lows 


35 Pearl St., 


New York 4, N. Y. 





Want more facts? Circle 173, p. 73 
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DISPLAY HODEL 
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DOG CHAIN DISPLAY 
Colorful metal hanger holds 12- 
chain assortment, attracts all dog 
owners. Choice of 3 assortments 
of best-selling Bulldog pattern 
dog chains, with colored plastic 
or metal toggle grips. 


“A >~ 
(> SSS Sta 7) 


F 2 > Se ee 5 
Ys 
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ANIMAL CHAINS 
Hodell halter and dog chains, 
cow ties, tie-outs, kennel and ex- 
erciser chains, anti-cow kickers, 
dog couplers and chain choke 
collars ...all of the quick selling 
styles and sizes. 


CHAIN MERCHANDISER 
Packs a lot of chain selling power 
into less than two square feet of 
space. Compact and colorful, the 
Hodell Chain Merchandiser han- 
dies your choice of four chain 
assortments designed to fit 
local preferences. 


PAILETTES 

Proof Coil and BBB Coil chain in 
strong steel reusable containers. 
Handiest way to handle these 
heavier chains. Attractive enough 
for floor display. Four chain 
sizes available include %, ‘4, % 
and 34 inch. 


I ain — = tilt 


...-fOor steady 
chain sales 
and profits 
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Log Handy Trace Utility 


CHAIN SPECIALTIES 
Hodell’s full line of welded and 
weldless chain includes these 
four popular assemblies . . . fast 
sellers, especially to your farm 


] 


customers. Full range of sizes in 


each type. 


HODELL COIL CHAINS 
All the welded and weldless pat- 
terns and sizes, high quality and 
dependable, in standard hard- 
ware packages and on metal reels, 








HODELL CHAIN COMPANY, Cleveland 3, Ohio 


Division of The National Screw & Mfg. Co. 





National 


ay | pe ra a 





